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H-R KOLA 


You can count on H-R KOLA to win the “straw 
vote”’ wherever it’s sold. 


More zip per sip is the answer! 


H-R KOLA has that consistently hearty, good 
kola flavor that brings customers back for 
more. 











Laboratory and consumer testing has 
PROVED the superiority of H-R KOLA. And 
our 35 years experience in manufacturing 
fine syrup products guarantee satisfaction 
to bottler, retailer and consumer alike. 


Increasing numbers of successful bottlers 
are turning to H-R KOLA concentrate for 
increased profits. 


Let H-R KOLA put those nice, big, black 
peaks on YOUR sales chart. Write right now 
for information. 


THE SYRUP PRODUCTS COMPANY 


“Seruing the Cottler since 1915" ® Baltimore 2, 
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TALK OF THE TRADE 


Price Order Out! 


A “tailored” price order for six to twelve ounce bot- 
tles, permitting increases to 96c maximum, and also 
permitting increases in deposits on bottles up to the 
replacement cost of the bottles, was issued July 23 
by the Office of Price Stabilization, effective July 28. 
In permitting the increase, the OPS pointed out that 
the Senate Select Committee on Small Business, after 
a 1950 survey of the industry, estimated that 2/3 of 
the nation’s 6,500 bottlers were losing money or barely 
breaking even. The order also provides for retailers 
to adjust prices to reflect the increased wholesale 
prices. Soft drinks mixed at soda fountains or bottled 
beverages in containers more than twelve ounces in 
size, are not included. The full text of the price order 
starts on page 20, and editorial comment on page 19. 


It is obvious. that the order will not satisfy bottlers 
in the high-cost areas, since no provision is included 
for area adjustments. Late in June, a group of Cali- 
fornia and Nevada bottlers flew to Washington to 
present their views on the need of Pacific coast bot- 
tlers for special provisions for those areas, as well as 
to prevent the inclusion of rollbacks, then contem- 
plated. The group, headed by Andrew J. Dossett of 
Los Angeles, president of the California-Nevada Asso- 
ciation and including George Culley of Alhambra, 
executive-secretary, and E. O. Underhill of Las Vegas, 
pointed out that wages and other costs are higher on 
the west coast than in any part of the country, and, 
therefore, higher prices for the finished product are 
necessary. Biggest “beef” however comes from bottlers 
whose business is mainly in quarts who have been given 
no consideration in the price order. 

As sidelights on this price development, the OPS 
on July 25 exempted the sale of bottled water, either 
natural or distilled, from price control, explaining that 
such products have little or no effect on the cost of 
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living, and any ceiling price restrictions will involve ad- 
ministrative and enforcement burdens out of all pro- 
portion to keeping them under controls. 

At the same time, J. B. Hutson, director of the Food 
and Restaurant Division of OPS, under whose juris- 
diction soft drinks came, resigned as head of the divi- 
sion to return to the presidency of Tobacco Associates, 
Inc. from which he had been on leave. Price Stabilizer 
DiSalle has designated George L. Mahren, assistant 
director since April, as acting head of the Food and 
Restaurant Section. 


Nedick’s Sold; Gets New Board 

Walter S. Mack, Jr., the recently elected President 
of National Power & Light Company, announced Mon- 
day, July 23rd that that company has just acquired 
Nedick’s, Inc., a chain of stores specializing in quick 
moving lunch items, with its well-known orange drink. 

The recently elected Directors of National Power & 
Light Company were elected Directors of Nedick’s, Inc. 
at a meeting of Nedick’s Board during the week of 
July 23. These are: Mr. Mack, Virgil D. Dardi, Albert 
Fink Milton, Richard Weininger and William Zeck- 
endorf. 


Tax Repeal Booms Pennsylvania Sales 


According to a report of the Keystone Bottlers As- 
sociation, Pennsylvania soft drink sales jumped more 
than 20% following repeal of the State special tax of 
lc a bottle. A survey of 30 bottling plants which the 
association made, revealed that with the end of the 
tax on May 31, sales increases ranged as high as 98% 
with a good many plants reporting increases of 12% 
to 25% despite the fact that the weather in June this 
year was generally less favorable to soft drink sales 
than a year ago. 


Individual bottlers, reporting to N. B. G., 





firm the report. Coca-Cola Bottling Co. of Clarion 
informed this column that “Since the Pennsylvania 
soft drink tax has been dropped our sales have soared 
to « nice increase of 14°”. 

Pennsylvania bottlers have lost their naiveté in re- 
lation to tax matters, and are keeping an eagle eye 
on the legislature, which is still in session. Already, 
tentative proposals have been put forth to reinstitute 
the tax and rumor has it that two solons would like 


to see it increased to 2c a bottle. 


General Price Break In Food Denied 


Stemming from developments in the New York City 
area, Which showed a slowdown in retail sales, food 
ndustry circles predicted that no significant break in 
consumer food prices Is In prospect. Reports ofa drop 
in dollar sales in the face of heavy inventory in whole- 
sale and retailer hands had led to predictions that a 
general lowering of prices was in prospect. Major food 
marketing organizations, however, discounted this fore- 
cast, admitting that current retail sales are not satis- 
factory in comparison with dollar volume at this time 


last year, when consumers were stocking up in antici- 


vation of runaway prices as a result of the outbreak of 


, 
t 
fighting in Korea 


With no incentive for pantry reserves and OPS ceil- 
ings, housewives are buying only on a day-to-day basis 
and volume has likewise been affected to some extent 
by the utilization of reserves hoarded by consumers 


late in 1950 


Big Switch 


A Laramie, Wyoming, grocer has been named de- 
fendant in a damage suit filed in Federal Court by the 
Coca-Cola Bottling Co., which charges that he is sell- 
ing Coca-Cola at “unreasonably low prices for purposes 
ot destroying competition”. According to the petition, 
the bottler had been selling Coca-Cola at wholesale to 
retailers in Laramie and Albany counties at a $1.20 
per case since December 26, 1950, and all retailers in 
the area with the exception of the defendant have 
been retailing Coca-Cola for $1.56 per case or 6 
bottles for 39c. The bottling company contends that 
prior to January 13, 1951 the defendant purchased 
Coca-Cola from them for $1.20 wholesale and sold it 
for $1.56 retail. It appears that he has since gone into 
Colorado territory where Coke prices are lower, pur- 
chased Coca-Cola at 80c¢ and brought it into Wyoming 
where he has been selling at $1.00 per case retail and 
in some instances reselling at 80c per case to other 


wholesale purchasers 


Glass Container IAC Wants G.C.P.R. 


The Glass Container Industry Advisory Committee 
recommended to the Office of Price Stabilization that 
the industry be left under the General Ceiling Price 


Regulation for the time being instead of being placed 
under a special regulation for the industry. 

The Committee requested that OPS abandon a cost 
questionnaire which had been proposed as a_ pre- 
liminary step toward drafting a specific regulation. 

This was the first formal meeting of the committee 
although informal sessions had been held in March 
and June. 

Representing OPS at the meeting were Fred 
Schwarz, Chief, Building Materials Branch; Leo Was- 
ser, Branch attorney; Irving Rubinstein, economist; 
William J. Wiley, analyst; Charles T. Sweeney and 
Joseph A. Murray of Accounting; and Harry Spack 
of the Office for Advisory Committees. 


City Council Opposes Use of 
Non-Returnable Bottles 


The Hopewell, Virginia, City Council has gone on rec- 
ord in opposition to use of non-returnable beer and other 
bottles in the State. The Council took its stand in answe1 
to an inquiry from the Virginia State Alcoholic Bever- 
age Control Board. However, the Council suggested 
the proposal might be acceptable provided funds could 
be obtained to defray the cost of disposal that would 
fall upon the localities 

The major objection, it noted, would be the disposal 
problem. 

The Council proposed an additional tax to be levied 
by the ABC Board and the money thus derived be 
turned over to the localities to help to pay the costs 
of disposing of the empty bottles 


W. Va. Tax Applied to Milk Drinks 


On the basis of an attorney general’s opinion, which 
said that “milk flavored with chocolate is embraced 
within the West Virginia Tax Act,” State Tax Com- 
missioner C. H. Koontz has announced that chocolate 
milk is a taxable item under the new State law setting 
a one-cent additional charge on soft drinks. 

The opinion classified chocolate milk as a “non-alco- 
holic beverage.” 


Refined Sugar Demand Slow 


Demand for refined sugar during the past three 
weeks has been poor. While the raw sugar price trend 
continues downward, and consumption of excess invisi- 
ble refined sugar inventories continues, a poor refined 
sugar demand is expected by B. W. Dyer & Company, 
sugar economists and brokers, for weeks to come. 

A comparison of sugar deliveries (apparent demand ) 
this year with the corresponding period of last year 
can be misleading without interpretation: 

a) As of June 23rd, deliveries were about 350,000 
tons ahead of those of the corresponding period last 
year. As of June 30th, deliveries were reduced to 316,- 
000 tons ahead of the previous corresponding period 
During the next few weeks a continuation of this de- 
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clining delivery-comparison trend appears probable, in 
the opinion of Dyer. 

b) Two hoarding waves developed after the Korean 
war outbreak of June 25th, 1950, according to the Dyer 
Company—one in July/August 1950 and the other De- 
cember 1950/January 1951. As the July/August 1951 
deliveries are included in the January-1-to-date totals, 
the comparison with the same period of 1950 presum- 


ably will be less favorable. 


New N. C. Association Formed 

Dale Starbuck, Jr., of Raleigh, was elected president 
of the newly-formed Associated Bottlers of North 
Carolina at its organizational meeting at Raleigh, June 
26. The group, composed of bottlers from throughout 
the State, also elected Dixon Smith of Winston-Salem 
as its vice-president, and named Edward F. Deacon of 
Asheville, secretary-treasurer 

Deacon, Starbuck and Carl Wooley, Jr., of Selma 
were named directors-at-large, and the following 
regional directors also were named: M. L. Carson, 
Wilson, representing the North Coastal Region; Hugh 
Noffsinger, Wilmington, South Coastal Region; H. G. 
Randolph, Durham, the Durham-Raleigh area; H. E 
Swain, Winston-Salem, Winston-Salem area; Lee 
Frans, Hickory, the Charlotte-Hickory area; and Jen- 
nings Broome, Asheville, the Asheville area. 

The organization was set up at a meeting April 25 
and at the session just held at Raleigh a constitution 
and by-laws were adopted in addition to the election 
of officers. 


West Virginia Special Tax Hits Hard 


Confusion reigns rampant in West Virginia as a 
result of the special tax on soft drinks which went into 
effect on July 1. Retail prices were reported ranging 
from 5c to 10c, with evidences that the overcharges 
were being made both in ignorance or “on purpose”. 
Coca-Cola from vending machines was being sold at a 
nickel, at 6c, and over-the-counter bottle prices were 7c 
in most instances. In the city of Welch, it is reported 
that some merchants who were charging 5c before the 
tax had raised retail prices to 8c. And OPS said that 
such increases were illegal under the price ceiling regu- 
lations (they would be legal under the new price 
order ). 

The special tax raised the retail price of beverages 
to 6c, and thereby, made them subject to a le con- 
sumers’ sales tax for a total of 2c increase. Hence, the 
nickel price of soda should now be 7c. 

In the city of Williamson it was reported that while 
Coca-Cola had announced plans to install 7e vending 
machines, over-the-counter prices varied. 7c to 8c was 
reported from Huntington, while in the capitol city, 
Charleston, a spot check revealed that prices ranged 
from 5c to 10c. 


The State Tax Department was in the midst of a 
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last minute rush by cigarette and soft drink sellers 
seeking stamps for the new taxes. The rush was said 
to be due partly to the fact that many merchants waited 
until the last minute, while in the case of the soft drink 
tax, no tax stamps were available until after the tax 
went into effect. 

Because of the special tax, the consumers’ sales tax, 
and current permission by OPS to raise case prices 
to a maximum of 96c, prices on splits in West Virginia, 
except in those cases where bottlers attempt to absorb 
the tax, will probably end up at &c. 


Food Store Sales Hit All Time High 


The following are the highlights of the annual sur- 
vey on food ‘by Progressive Grocer. 1950 food store 
sales of $32.9 billion was about 50 higher than in 
1949; independent grocery and combination stores en- 
joyed estimated sales of $16.9 billion, a 5° increase 
over 1949. Chain grocery and combination stores 
reached a total of $10.2 billion, a 67 increase over 
1949; tonnage food store sales were up over 3°. 

Large stores had highest gains as business continued 
to trend toward medium and large-sized stores. The 
trend toward the increase in the number of independent 
self-service stores continued. In 1940, 7¢7 of the inde- 
pendent stores had self-service and did 14% of the 
independent store sales. In 1950, 51° of independent 
stores were self-service and did 68°; of independent 
store sales. In 1941, 37°; of the independent grocery- 
combination stores handled drug products. In 1950, 
70°; of these outlets handled drug products. 


News Briefs 


The Board of Directors of Thatcher Glass Manu- 
facturing Co., Inc., Elmira, N. Y., declared the 
regular quarterly dividend of 25c per share on its com- 
mon stock, payable September 15, 1951 to stockholders 
of record August 31, 1951... . Among the highlights 
of 1950 census, which shows a total population of 150.7 
million, is the fact that women outnumber men both 
young and old in the ratio of 1,000 to 981. The Census 
also shows that two out of three Americans above 
the age of 14 are married; the number of households 
increased from 34.9 million to 42.5 million and the 
average size of households declined from 3.7 persons 
in 1940 to 3.4 in 1950. Urban areas in 1950 had 64°; 
of the total population, non-farm rural 21°; and rural 
farm areas 15°7. The white population continues to 
total 89.7°;, about the same as in 1940.... “U.S. News 
and World Report,” a prominent business and political 
magazine, estimates that the value of the dollar in 1951 
is 3lc as compared to one hundred cents in 1900. . 
Released for an initial sampling after extensive tests 
by the Orange-Crush Company, Old Colony Cocoa 
Cream had its introduction in the Chicago area on 
June 15. The product will reach the market in quart 
sized bottles in the Chicago area and in ten ounce 





bottles throughout the country. ... As revealed by sur- 
veys conducted by Industrial Surveys Company, Inc., 
98 million dozen oranges were consumed as concentrates 
during October and November 1950—an all-time record 
and one that is 66% over the 1949 period. 29 million 
dozen oranges were consumed in one month—a record 
recently chalked up by frozen orange concentrates. . . . 
Among others, the words “Coca-Cola” and “Coke” have 
made the dictionary. They appear in a “Dictionary of 
Americanisms” published by the University of Chicago 
Press. ... The State Supreme Court of New Hampshire 
has informed the legislature that they could not ap- 
prove a patchwork tax bill which called for a 5% tax 
on meals of $1.00 or more, a 10°% admissions levy and 
a lc tax on bottled soft drinks. The measure, designed 
to raise $2,100,000 a year, had been referred to the 
high court for legal ruling. . . .” “Forbes” magazine is 
in a hassle with the Pepsi-Cola Company over a story 
on Pepsi-Cola which appeared in the June 15 issue. 
The magazine printed some harsh criticisms and Pepsi- 
Cola officials say the article is an “irresponsible piece” 
with numerous errors. .. . Brewers are switching con- 
tainers to offset shortages. They turned to non- 
returnable bottles as tin cans grew scarce. Now with 
throwaways hard to get, many are using more return- 
able bottles. To encourage returns, they have upped 
the deposits from 2c to 3c and one brewer, fearing a 
bottle shortage has started stock piling kegs; as a last 
result he’ll be able to sell in bulk. ... A plant main- 
tenance show, newest of the giant industrial exposi- 
tions, will be held in Convention Hall, Philadelphia, 
January 14 to 17, 1952. More than 200 companies are 
expected to participate with 156 firms already contract- 
ing for exhibit areas. ... The Board of Directors of the 
Ohio Bottlers of Carbonated Beverages will hold their 
annual summer meeting at the country resort of Lake 
Hope, Zaleski State Park, August 15-16. . . . The De- 
partment of Commerce estimates that the dollar value 
of confectionery sales in May 1951 was 12% higher 
than last year, while the poundage was below, with 
bulk goods showing an 11% decline and the general 
line of candy declining 8% in poundage. .. . The Massa- 
chusetts Bottlers of Carbonated Beverages are fighting 
a new vendor tax bill which is in the hands of the House 
Ways and Means Committee for a final report. The bill 
calls for a $10.00 annual fee for each soft drink ma- 
chine as well as an annual $100.00 license fee for 
operators or distributors. Holding its convention 
early, the North Carolina Bottlers Association is sched- 
uled to meet on Sunday, Monday and Tuesday, October 
21, 22, and 23, 1951 at Sedgefield Inn, near Greens- 
boro, N. C. 

A new booklet published by the Federal Civil De- 
fense Administration (““What You Should Know About 
Biological Warfare”) points out that bottled or canned 
foods, if unbroken, “would be safe after a biological 
warfare attack”. That’s a sound selling point for this 
industry. . The Wage Stabilization Board shortly 
will issue a new ruling covering permissible increases 
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in compensation for driver-salesmen. It also will out- 
line conditions under which compensation rates may 
be changed. . . . It will become increasingly difficult for 
bottlers to construct new plants or building additions, 
as the National Production Authority is expected to 
severely tighten regulations covering new construction. 


Industry Seeks Sugar “Protection” 


Industrial sugar users have asked Congress to build 
into pending sugar legislation a floor below which the 
Secretary of Agriculture may not go in making his 
annual estimate of consumer sugar requirements for 
the year ahead. Appearing before the House Com- 
mittee on Agriculture at public hearings on proposals 
to renew the Sugar Act of 1948 as spokesman for 15 
sugar-using industries, including the bottled soft drink 
industry, Gordon Pickett Peyton urged that the floor 
be provided as a guarantee that no estimate of annual 
sugar requirements will be less than the annual average 
of amounts of sugar actually distributed within the 
U.S. during the two years immediately preceding such 
determination. 

Pointing to the uncertainty of world conditions, in- 
dustrial users also recommended that the Sugar Act 
be extended no more than two years. H. R. 4521 pro- 
poses to renew the present legislation for four years. 

Provisions for mandatory minimum estimates 
existed in past legislation and are still necessary to 
more fully protect the interests of both household and 
industrial consumers, the sugar-using industries claim. 
Their viewpoint is expressed in a statement submitted 
jointly at hearings before the Committee on Agricul- 
ture by the American Bakers Association, American 
Bottlers of Carbonated Beverages, Associated Retail 
Bakers of America, Associated Retail Confectioners of 
the United States, Association of Cocoa and Chocolate 
Manufacturers of the United States, Flavoring Extract 
Manufacturers Association of the United States, Inter- 
national Association of Ice Cream Manufacturers, Na- 
tional Association of Chewing Gum Manufacturers, 
National Association of Frozen Food Packers, National 
Bakers Supply House Association, National Canners 
Association, National Confectioners’ Association of the 
United States, Inc., National Fruit and Syrup Manu- 
facturers Association, National Manufacturers of Soda 
Water Flavors, and National Preservers’ Association. 

Current sugar legislation requires the Secretary of 
Agriculture to employ a complicated set of discre- 
tionary standards in estimating the Nation’s probable 
sugar requirements a year ahead. The industrial users’ 
joint statement urged that a mandatory minimum or 
floor be added “as a definite and precise means for 
assuring consumers that artificial shortages of sugar 
would not occur as the result of undue restrictions on 
normal supply. Such a minimum would safeguard the 
consumer against arguments and pressures as to how 
much less should be made available than he is accus- 
tomed to”, the statement observes. 


National Bottlers’ Gazette 





IN THIS ISSUE AUGUST, 


FEATURES 


Talk of the Trade 
Editorial 
Full Text, “Tailored” Price Order 
Mr. Bottler Goes to Washington 
New 90-Head Maryland Plant 
17 Ways to Use a Sales Contest 
How Small Bottler Put Across Two Price Increases 
What Farm People Like in Soft Drinks 
Carton Deposits Standard Practice in Kansas City 
Published by Using Surface Active Agents in Bottle Washing 
KELLER PUBLISHING CO. Getting Top Service From Tires 
9 E. 35th St., New York 16, N. Y. A Bottler Helps His Town 
Extra Service Builds Volume 
Case History 
Foresight Built This Business 
How to Hold Your Personnel 
How to Succeed in Selling 
Getting Results from Window Display 


Big Sampling Drive Introduces Rio Rico 


DEPARTMENTS 


Personals Cooler Corner 
Plant Briefs What's New? 
In Canada 93 Personnel Changes 


Classified Advertising 121 


TRA” 
bale 


risa | a 
ave { 


EXECUTIVE STAFF: B. S. Keller, Publisher; M. J. Becker, Managing Editor; S. R. Kaplan, Business Manager. EDITO- 
RIAL: J. E. Stevens, Staff Editor; A. E. Yohalem, Automatic Merchandising Editor; Bill Keller, Editorial Research. 


ADVERTISING: New York—Geo. R. Shear, Carl Field, Joe Garnick @ Pacific Coast—Ned Brydone-Jack, 714 W. Olympic 
Blvd., Los Angeles, Calif. © Detroit—James J. Higgins, Penobscott Bldg., Detroit 26, Mich. ¢ Canada—Harry Bernstein, 135 


Yonge St., Toronto, Ont. CIRCULATION: May Manson, Circulation Mgr.; Frank “Happy” McKeown, Field Circulation 
Mgr., 600 W. Frey St., Stephenville, Texas. 


Established 1882, by W. B. Keller @ Largest, leading, oldest bottlers’ trade journal in the world @ Published monthly. Copyright 1951, by Keller 
Publishing Company. All rights reserved @ Publishers of the Spanish-language quarterly ‘““E] Embotellador’’ for the Latin-American Soft Drink Industry 





advertisers § 1:00, 1951 





A G P 


AIDMON BOTTLERS' SUPPLY CO 121 GIRARD MACHINERY & EQUIP. CO PELTZMAN BOTTLE CO., R 124 
ALLIED CHEM. & DYE CORP 15 GLENSHAW GLASS CO 53 PENN BOTTLE & SUPPLY CO 122 
AMERICAN PARTITION CORP 98 GREEN CO PENN CORK & CLOSURES 89 
ARMSTRONG CORK CO 71 PENRITH-AKERS MFG. CO 88 
ARTKRAFT MFG. CORP 109 PEPSI-COLA CO 42 
ATLAS COPPER & BRASS MFG. CO 115 PERRY EQUIP. & SUPPLY CO 124 
AUTOMATIC PUMP & SOFTENER CORP.68 hm PFIZER & CO., CHAS Inside Back Cover 
PHILADELPHIA MACHINERY CO 124 

HANSEN MFG. CO., A. L POLAK & SCHWARZ 120 

B HURTY-PECK CO 4 POTTER & RAYFIELD 86 
HYGEIA FILTER CO PRIESAND BROS 91 
PROGRESS REFRIGERATOR CO 107 

PURE CARBONIC 54 


BASKOWITZ BOTTLE CO 
B-1 BEVERAGE CO 
BENTON-LEE CORP 
BERGHAUSEN CHEMICAL CO i 
BEVCO COMPANY 1 R 
BILL'S SPECIALTY MFG. ¢ IDEAL DISPENSER CO 
BIRCHOLA CO REFINED SYRUPS & SUGARS 
BOND CROWN & CORK CO., DIV RELIANCE LEAD SOLDER & 
CONTINENTAL CAN CO 3 BABBITT CO 
BOX 530 J ROYAL CROWN COLA 
BROCKWAY GLASS CO ; aoa Se : " 
anes waerteanea Oo JACOBOWITZ CO., CHARLES S 
BUCKEYE COOPERAGE CO 22 S 
BURNS BOTT. MACH. WKS 
SALIENT FLAVORING CORP 
K SETHNESS CO., C. 0. & W. D 
Cc SETHNESS PRODUCTS CO 
KISCO BOILER & ENGINEERING CO SEVEN-UP CO 
CALIFORNIA FRUIT GROWERS KOHNSTAMM, INC., V. & E SHELTON MFG. CO 
EXCHANGE , KOHNSTAMM & CO., H SIGNER BOTTLE SUPPLY CO 
HANDLER LABORATORIES SOLVAY SALES DIV.. ALLIED 
HOCOLATE PRODUCTS CO CHEMICAL & DYE CORP 
ITRUS PRODUCTS CO SPECIAL ANNOUNCEMENTS 
LASSIFIED ADS 121, 122, 123, 12 L 121, 122 
mporenane tages Mana SPECIALTY ENGINEERING CO 
OCA-COLA COMPANY 7 LEHMAN COMPANY, A. J pins ceca Mihai arias aaas 
YNSOLIDATED CORK CORP ‘ LIBERTY GLASS CO 5 STERWIN CHEMICAL CO.. 
ORN PRODUCTS SALES CO LIQUID CARBONIC CORP 13, 73 SUN SPOT CO. OF AMERICA 


IWN CORK & SEAL CO 7 ‘ LORREE LABORATORIES 
T 


THATCHER GLASS MFG. CO 
M THEALL & PILE 
THEONETT & CO 
TORRE PRODUCTS CO 
TOWMOTOR CORP 
TWITCHELL CO... S 


D 


DAD'S ROOT BEER CO 111 

DELAWARE PUNCH CO. OF AMERICA.57 MARBERT PRODUCTS 
ELISSER EXTRACT CO 117 MATHIESON CHEM. CORP 
IAMOND ALKALI CO 94 MEYER MFG. CO., GEO J 

DIVERSEY CORP 62 MILLER HYDRO CO 
JODGE BROTHERS CORP 50 

DOMINION PRODUCTS 

DREW & CO., E. F 

DR. PEPPER CO 

DR. SWETT’S ROOT BEER CO 

DRY ICE CONVERTER CORP 

URANT MFG. CO 


MINNESOTA MINING & MFG. CO 33, 3 

MOELLENBROCK & WILKE U 

MONARCH MFG. CO 

MORRIS PAPER MILLS 5 UNION SALES CORP 
MULTIPLEX FAUCET CO 

MUNDET CORK CORP 


v 


VIRGINIA DARE EXTRACT CO 


ERMOLD CO., EDWARD 7 NATIONAL BOX & LUMBER CO ¢ Ww 
EVANS SALES CO., G. C 1 NATIONAL BUSINESS FORMS CO 
NATIONAL NUGRAPE CO WALSH. M 
NESBITT FRUIT PRODUCTS WARNER-JENKINSON MFG 
FE NICHOLSON CO., H. R... .Inside Front Co 
NORTON CO 


co 11 
WHITE MOTOR CO 12 
WILLIAMSON & CO.. D. D 114 


FILTER PAPER CO WYANDOTTE CHEMICALS CORP 55 


FIRSTENBERG BOTTLERS' EQUIP 
COMPANY 3 
FLAVOREX CO re) Y 
FOOTE & JENKS r 
FROSTIE CO 2 OAKITE PRODUCTS 


YOO-HOO CHOCOLATE PRODUCTS 
FUDGY, IN¢ OWENS-ILLINOIS GLASS CO co 





National Bottlers’ Gazette 





There's lots more to crown 
manufacturing than just mak- 
ing GOOD crowns. Consoli- 
dated crowns are tops in 
quality, the result of 47 years 
of experience in working 
with bottlers. 
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Consolidated crown designs are nand 
painted in actual colors on crown 
shells, jewel-boxed. You see exactly 
how your new crown wiil look! 

19 decorations made for Cott Bev- 
erage Corp., New Haven, Conn., 
prompted John J. Cott to write: 
""Jewel' of an idea, presenting 
crown designs painted on crown 
shells. Appreciate the excellent work 
your Art Department did. . . . We 
posed you a very tough job to de- 
sign 19 different decorations . . . well 
pleased with results.” 


From the first suggested sketch for your decoration 


through on-time delivery of the finest-made crowns, 


Consolidated's entire organization is working for you to 
help you produce fine beverages, perfectly sealed. A 
letter or telephone call will place us at your disposal. 


CONSOLIDATED CORK CORPORATION 


4012 Second Ave. 


Brooklyn, WN. Y. 





SEALED-IN FLAVOR 


right from California’s sunny groves... 


UTES ORAN GE 


SODA A, WATER BAS 


Bottle profitably what the consumer Always sold in cans to seal in the 
wants to buy—America’s favorite flavor until you use them. 


CALIFORNIA [Exeisat gage 


FRUIT GROWERS EXCHANGE 
Products Department, Ontario, California BOTTLERS 


400 West Madison Street, Chicago 6, Illinois 
99 Hudson Street, New York 13, N. Y. | U t fa 3 Ss 


orange and lemon drinks, made 
with Exchange fruit juice bases. 
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Red Seal Imitation 
Strawberry 
Havors 


Strawberry beverages become a delightful, 
exciting adventure in tangy, bubbly good- 
ness with Red Seal Strawberry Flavors. 
A sure sales stimulator! 


\ 


o\ FRUITY STRAWBERRY 
\\ 


~ 


Uv 
° 


F STRAWBERRY COMPOUNDS, 


2 or 4 ounce 


rn 
VV 


If your order comes in 
before noon, shipment 
is made the same day! 
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~ WEW CAB SAVES DRIVER TIME 


MAGNOLIA COCA-COLA BOTTLING CO., of El 
Paso, Texas uses this White 3000 for transport 
service, and, according to General Manager 
Charles Shoppach, “This new White adds a new 
note of efficiency to our delivery of Coca-Cola 
in the El Paso area.”’ 

With a capacity of 720 cases on the 22 ft. 
body, this White 3000 permits time savings... 
faster deliveries. “Excellent maneuverability is a 
real time-saver in our service,” Mr. Shoppach 
says. “Drivers report time saved in loading and 
unloading because it maneuvers closer to 
delivery point. Driver comfort and driving 


GREATER MANEUVERABILITY 


MAGNOLIA COCA-COLA 


USES WHITE 3000 


FOR TRANSPORT SERVICE 


62. 


BETTER VISIBILITY . . . SAFETY 


~ i. Se 
LOW LOADING HEIGHT 
ease are outstanding,” he says. 

This great, new White 3000 is ideal for all 
types of soft drink delivery because its functional 
design permits specifications geared right 
to local needs. Across the nation, in businesses 
of all sizes, bottlers report more deliveries, in 
less time... at ower cost. 

In every way, its advantages mean new deliv- 
ery efficiency first day on the route... and for 
years to come. 

Ask your White Representative for facts 
about its advantages in terms of your own 
delivery needs. 


THE WHITE MOTOR COMPANY 


PMERGENCY 


a] 
_— Keep your Whites 
UORPS ~—s in good working 
‘= condition 
= ... for the duration! 


Cleveland 1, Ohio 


Tips its cab to service 


e e@ SUPER POWER 


3000 


For more than 50 years the greatest name in trucks 
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Air-free filling is just one of the many 
quality control features of Liquid Low 
Pressure Fillers... engineered and built 
with a full realization that carbonated 


beverages, as food products, require 








precise control to preserve their full 


carbonation and other fine qualities. 


THE LIQUID. CARBONIC CORPORATION 
3100 SOUTH KEDZIE AVENUE . CHICAGO 23, ILLINOIS 





For the Crowning Performance, be sure 


your beverage crowns have the extra 


protection of Mundet cork liners... 


processed from the world’s best cork. 


Mundet Corporation, Crown Division, 
7101 Tonnelle Avenue, North Bergen, N. J. 





*A~) A 
339-41 Elizabeth Street, N.E. 
*BOSTON 
57 Regent St. (No. Cambridge 40) 
*CHICAGO 16 
2601 Cottage Grove Avenue 


CINCINNATI 2 
———e_!- 427 West 4th Street 
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serves the World 


Mundet Crowns 


COMPLETE: CROWN SERVICE 


MUNDET DISTRICT OFFICES 
DALLAS 1 KANSAS CITY 7, MO. 
601 Second Avenue 1428 St. Louis Avenue 
DETROIT 21 *LOS ANGELES (Maywood) 

14401 Pralrie Street 6116 Walker Avenue 
*HOUSTON 1 *NEW ORLEANS 16 
Commerce and Palmer Streets 315-325 N. Front Street 
JACKSONVILLE 6, FLA. PHILADELPHIA 39 

E. Bay St. 856 N. 48th Street 


*CROWNS CARRIED IN STOCK 





ST. LOUIS 9 
3176 Brannon Avenue 
*SAN FRANCISCO 7 
440 Brannan Street 
*In Canada: 
Mundet Cork & Insulation Ltd. 
35 Booth Avenue, Toronto  ccsmmmend 
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THE FINEST FOODS CONTAIN 


CceR TIPLE ® 


FOOD COLORS 


The pure-dye percentage in National Certified Colors is held 
within remarkably close limits batch after batch. Once you 
establish a color formula, you can be sure the same formula will 


produce the same shade again and again. 


CERTIFIED COLOR DIVISION 


NATIONAL ANILINE DIVISION 


ALLIED CHEMICAL & DYE CORPORATION 
40 RECTOR STREET, NEW YORK 6, N.Y. 


€N> BOSTON PHILADELPHIA CHICAGO CHARLOTTE SAN FRANCISCO PORTLAND, ORE TORONTO 





THIS MAN WOULDN'T NEGLECT 


A MACHINE IN HIS PLANT 


...yet he hasn't 
had a Chest 
X-Ray! 


H. checks every piece of mechanical equipment he 
owns for wear,_lubrication, efficiency. 


Yet he fails to take the simple precaution of a Chest X-Ray to make sure 
he does not have tuberculosis. Not because he’s opposed to the X-Ray. 
Simply because he is not sufficiently informed—or just hasn’t taken the 
time and trouble, or does not realize the seriousness of the problem. 


A Chest X-Ray is the first step toward detecting tuberculosis in its early 
stages. And in its early stages it can be cured with the least loss of time 
from work. 


So, if you’re the man above, that one simple reason should make you 
get your Chest X-Ray—today. But listen, see how serious this really is: 

Between the ages of 15 and 34, tuberculosis leads all other diseases as 
a cause of death—although at no age are you safe from TB. Yet, if everyone 
does his part by getting a Chest X-Ray periodically, and the majority of 
cases thus discovered are followed up, we can eliminate TB entirely as a 
public health hazard! 


Will you do your part today? Get a Chest X-Ray. It may mean your life! 


Published in the public interest by: 


Natioual Bottlers' Gazette 


G East S5th Street. ew York City 
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at less cost 


from the same bottling line 


More — Because it’s gentle — The Ermold 
Automatic Unpacker handles bottles gently, thus 
minimizes hidden damage to glass . . . cuts rejects 
or broken bottles at the end of the line . . . reduces 
stoppages. As a result, the highly efficient Un- 


packer mal-es possible more finished packages. 


Less cost because it is easy to operate and 
maintain. Ermold Automatic Unpacker starts and 
stops automatically to keep the washer loader filled 


... resulting in more continuous production. 


Safe — Fully automatic safety devices not only 
protect employees, but also prevent damage to 


bottles, cases and the machine itself. 


Fast and flexible — The Ermold Unpacker 
automatically loads washers up to 12 cases per 
minute. Accepts all split to quart standard bever- 


age and beer bottles in full or half depth wooden Find Out how you can boost production from 


and two or four flap fibre or corrugated cases . . . your present bottling lines and reduce bottle 
‘ ; See breakage with the Ermold Automatic Un- 
with or without inner cartons. The efficient Un- packer. Ask your Ermold representative for 
, , eee ; a detailed analysis of your operation. Write 

packer can be installed in any position at the wash- or call today, 


er... or away from it, if space is limited. 


EDWARD ERMOLD COMPANY 


652 HUDSON STREET, NEW YORK 14,N. Y. 
OFFICES: BOSTON * CHICAGO © CLEVELAND © LOS ANGELES © MONTREAL © ST. LOUIS * SAN FRANCISCO * TORONTO * MEXICO * CUBA © ENGLAND 
FOUNDED 1880 * Famed for Labeling Leadership for 71 Years * INCORPORATED 1911 
«5139 
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Twitchell’s Strawberry Cream 


Bottlers tell us it’s a hit... not here, not there, but everywhere! 

Yes, Twitchell’s Strawberry Cream has really caught on from Coast to 
Coast. Many bottlers have substituted it for Cream Soda ... . found that 
Twitchell’s Strawberry Cream quickly outsold the old standby. 

The reason for all the enthusiasm? Delicious flavor, and that clear, 
sparkling, colorful, enticing appearance that makes customers’ mouths 
water. It all adds up to tasty profits for you. 

Twitchell’s Strawberry Cream is a vanilla type, with that palate-pleasing 
strawberry overtone. It bottles easily, sells quickly, increases demand 

. fast. 

We'll have a generous free sample on its way to you_@s soon as we 


a receive your request. Write now .. . right now! 


Ss. COMPANY 


82 years of service to bottlers 


CRESTMONT AND HADDON AVES. *e CAMDEN 4, N. J. 
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@ NOW YOU CAN 
RAISE PRICES! 


0. the topie ot prices, as prophets 


of what would happen, this column 
has batted well above average. This 
whether the events 


Was true were 


transpiring within our industry or in 


\ ashington 


cially on the anxiously-awaited O.P.S 


But. as to when, espe- 


order for bottled soft drinks. we are 
still bush league. The amendment to 
the G.CLP.R. which permits increases 
in soft drink split prices (full text 
starts on the next pagel we predic ted 
for early in May. not the end of July. 

With the order's issuance on July 
23 ‘effective date July 28) it may be. 
to use part of a famous phrase, “too 
late”: it may also 
little”. 


prove to be “too 
There are left unsolved sev- 
eral glaring omissions which help 
perpetuate inequities now troubling 
the industry. 

Before we go into this, let us con- 
sider the immediate effect of the order 
as a whole. It is something we needed 
and wanted to bolster the hundreds of 
bottlers, who, because of indecision 
or competitive pressure, were caught 
by the “freeze” at 80c a case. There 


is no reason to expect now, as in the 


past. that all bottlers want a price 


But we believe that at least 
1,500 to 1.900 split-size bottlers. in- 


Increase, 


cluding the major franchise brands. 
desperately need the relief afforded 
by this order. Now that the restric- 
tions are relaxed. there should be no 
delay in taking advantage of them, 
to salvage what remains of this sea- 
son. We say this emphatically, with 
full appreciation of the pressure of 
competitive influences. We demon- 
strated last year, by articles. surveys 
and personal reports. that price rises 
can be successfully negotiated and 
made to stick despite all the reasons 


advanced against them. Nothing new 
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on this score has been added since 
the “freeze”. If anything, the need 
for adjustment on the part of the 
several thousands of bottlers still at 
8Uc is even more urgent now than it 
was in 1950. 


* * x 


About the order itself chrono 
logically, it should have been out at 
least two months earlier. However. 
in all fairness, OPS was stymied on 
at least two previous occasions by 
developments in Washington outside 
OPS control. There was one in- 
stance when Administration insistence 
on rollbacks necessitated an emer- 


Advis 


ory Committee, which deserves the 


gency meeting of the Industry 


warm thanks of the entire industry 
for its determined efforts to prevent 
such a disastrous provision to be 
written into the order. On July 17. 
\. B. G. wired Michael V. DiSalle 
and the heads of Food. Restaurant 
and Grocery branches of OPS. as 
follows: 

“Urge immediate issuance of price 
order for soft drink bottling industry 
as petitioned by American Bottlers 
of Carbonated Beverages in January 
and considered by you and Industry 
Advisory Committee on at least two 
occasions. Seven-month delay since 
petition for relief was filed has placed 
difficult) and 


uncertain position. with bottlers un- 


industry in extremely 


able to make plans or properly con- 
duct their businesses, and losing any 
possible advantage of this summer 
season. Suppliers in allied industries 
also suffering from existing uncer- 
Only 


order 


tainty. prompt issuance of 


tailored providing price in- 
creases for all sizes of bottles. no roll- 
backs, special relief for high-cost 
areas and freedom to increase de- 
posits to replacement cost of con- 
tainers and cartons, can help alleviate 
constantly deteriorating position of 
industry which has held prices down 
on its products longer than any other 
Plead 


business group in the country 


your prompt consideration.” 


Shortly thereafter. word was re- 


ceived that the order was signed and 
scheduled for issuance July 23. 

The order is clearly written and 
speaks for itself. Its weakness lies 
in these omissions 

There is no provision for bottles 
larger than 12 ounce. The reason for 
this is obscure. The cost factors af- 
fecting splits also affects quarts. Since 
it appears that there will be no volun- 
tary action by OPS to correct this 
the request must come from the quart 
bottlers, and can be filed under Sec 
tion 15 of the G.C.P.R.. individually 
wr collectively. 

The same approach will have to be 
used by the bottlers in “high-cost” 
areas, such as the west coast and 
northwest, for special “area” relief, 
There is no mention of this in the 
order, but it is not without precedent. 
\ forthcoming order for the ice in- 
dustry, for instance, contains pro 
visions for area adjustments. 

lhirdly, for reasons unknown, only 
bottles were specified in the order for 
increases in deposit up to replace 
ment cost. But what about cases and 
cartons? These are part and parcel 
of the container situation and cannot 
be divorced. In this regard. we re 
peat our oft-stated opinion that de 
posits are not related to prices and do 
not belong under the G.C.P.R. Since 
OPS considers the replacement cost 
of bottles the maximum deposit, there 
seems no reason why this should not 
be extended over cases and cartons 


as well. 


The relief afforded by 


will hardly make overnight million- 


the order 


aires. It merely re-opens the closed 
door to the movement toward realistic 
pricing which had gained consider 
able momentum by the end of 1950. 

96c¢ may prove to be inadequate in 
At least, 


all split bottlers are now on the same 


the long run. but there it is. 
level and with the price inequity dis- 
solved, there is hope in the future 


for a large segment of the industry 
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Full Text, “Tailored” Price Order 
For Bottled Soft Drinks 


Amendment to General Ceiling Price Regu- 
lation provides maximum l6c increase for 


splits; authorizes deposit increases. 


Am, RE it is—the long awaited “tailored” price order to retailers up to a prescribed maximum. Retailers whose costs are 
for soft drinks. Issued July 23. the order became actually increased under this regulation beyond a specified point 


a . is well as retailers who are already being charged equally high 
effective July 28. In essence, it provides for a maxi- 
. prices by their suppliers are allowed to advance their prices for 
P Din. wieae aaa wenee -¢ 9 “e ) 
mum of 16c per case increase for 6 to 12 ounce bottles, sales of single bottles. Many retailers customarily charge less per 


from whatever price was current at the time of the bottle when a consumer buys more than one bottle. Any retailers 
“freeze”, with a maximum of 96c. There are no roll- who have had such a custem and are permitted to advance their 
back provisions. Bottles in sizes larger than 12 ounce single bottle prices under this regulation must maintain their 
are not covered. Deposits may be increased up to the customary differentials for multiple unit sales. The regulation also 
. allows increased soft drink bottle deposit charges not to exceed 
replacement cost of the containers. Retailers are au- replacement costs for bottles of all sizes and provides a method 
thorized to sell single bottles at 6c if bottlers increase for taking account of State and local excise and sales taxes 
case prices by 1l6c (where single bottle prices are which were not separately stated and collected during the base 
now 5c) period established under the General Ceiling Price Regulation. 


1" » > ‘o g ars pric 0 1946 mt) Ss s i 3 > 
The full text of the order, preceded by a statement For many years prior t , the prices of soft drinks in 6 to 1 
; ved. foll ounce bottle were relatively uniform at both wholesale and retail 
. : a § > € iS: 
of considerations involved, Tollows levels. The standard price pattern as it stood in 1946 was 80 cents 


ver case of 24 bottles at holesale and five nts pe yottle o 
lITLE 32A—NATIONAL DEFENSE, APPENDIX eae ee ae ee ee 
six bottles for 25 cents at retail. Since that time there has been 


Chapter I1l—O}fice of Price Stabilization, E a trend toward higher wholesale and retail prices, Availabie data 
Stabilization Agency indicate that more than 50 percent of current production and 


: sales is at more than 80 cents, with 96 cents a case the predominant 
iling Price Regulation, Supplementary 


: figure in sales at a price over 80 cents. That trend was, of course, 
Regulation 4 3] 


halted by the issuances of the General Ceiling Price Regulation. 
GCPR, SR 43—Bortiep Sort Drinks This higher price trend was the result of the pressure of rising 


labor, material and equipment costs, but it did not move at the 
Pursuant to the Defense Production Act of 1950 (Pub. Law 


774, Blst Cong.), Executive Order 10161 (15 F. R. 6105) and 
Economic Stabilization Agency Order No. 2 (16 F. R. 738), this 


same rate as the rising costs. While the volume of production and 
consumption of soft drinks has increased tremendously—over 100 
percent in sales value since 1939—the increase has not been dis- 
tributed generally throughout the industry. A few of the franchised 


groups of manufacturers have accounted for the major part of the 


supplementary regulation to the General Ceiling Price Regulation 


(16 F. R. 808) is hereby issued. 


‘ se t } sales vi . 10s > > . 

a See a eT increase, with the sales volume for most others more nearly 
stationary. Where volume has increased, indirect costs of production 

The accompanying supplementary reguiatior to the General have declined Asa 


consequence, the manufacturers who benefitted 
Ceiling Price Regulation allows manufacturers and wholesalers of most from this upsurge of sales volume were better able to resist 


soft drinks put up in 6 to 12 ounce bottles to increase their prices the pressure of rising direct costs, to retain the traditional five 
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cents a bottle price, and strengthen their competitive position 
Independent manufacturers were in large part faced with the 
choice of raising their prices and risking the loss of their com 
petitive position or of keeping their prices as near as possible to 
the traditional levels and risking financial loss. Some chose the 
latter alternative, while others began to move in the direction of 
raising prices, 

The Senate Select Committee on Small Business surveyed the 
economic status of the soft drink industry in 1950 and reported a 
situation of distress for a large portion of the industry. See Re 
port No, 2, dated January 15, 1951. The Committee estimated that 


two-thirds of the 6,500 manufacturers of soft drinks were losing 


money or barely managing to break even. While this distress has, 
no doubt, been relieved to some extent by the previously mentioned 
adjustment of prices, available data indicate that extensive and 
serious hardship still prevails. As already noted, the growing cor 
rection of cost-price relationships was interrupted by the issuance 
of the General Ceiling Price Regulation which added legal obsta- 
to the economic ones already in existence. The Director 
therefore considers it necessary in order to relieve that hardship 
to provide an opportunity for continued movement toward the 
eflection in selling prices of highly increased costs and for the 
development of a generally equitable price structure for this 
lustry. The extent, however, to which ceiling prices are per 
nitted to advance is strictly limited in the light of the purposes of 
the economic stabilization program. 
It has been customary for the retailer to price single unit sales 
of soft drinks in 6 to 12 ounce sizes at 50 percent above his invoice 
cost. Thus the 80 cents wholesale price has been accompanied by 
a five cent retail price for a single unit sale The minimum increase 
retail price for single unit sales is, of course, one cent. Whole 


salers and manufacturers have recognized this retail price struc 


ture by tending to increase their case prices to the retailer by 16 
ents or multiples thereof. As a result the retailer has been able 
to increase his price and maintain the same markup. Following 
this pattern, wherever the wholesale price has gone to 96 cents a 
case retailers have almost uniformly raised their single unit price 
to six cents. The accompanying regulation takes this historical 
price relationship as its guide. Accordingly, in allowing a price 
increase which would take care of the cost problem which has 
been described, the amount of increase permitted is 16 cents up 
to 96 cents a case, the most convenient next interval in the 
industry's price structure. The wholesale price limit of 96 cents 
per case is, on the basis of available data, considered not excessive 
in relation to increased costs of production and to the general 
level of prices, 

Manufacturers and wholesalers may, of course, choose to increase 
their prices less than the full amount allowed for in some cases 
They may find it competitively impossible to take any more than the 
minimum increase necessary to prevent losses. In such cases, the 
retailer, whose markup on soft drinks is much higher than that for 
most other standard grocery products, will be required to ab 
sorb the increase. This is, however, balanced by the fact that the 
retailer whose current ceiling price is five cents a bottle and whose 


cost is over 88 cents or whose cost is raised as much as eight cents 
but less than 16 cents a case under this regulation, is permitted 
to abandon differentials for multiple unit sales. 

Reference has been made to the provisions of the regulation re 
garding deposit charges for soft drink bottles. As a result of orders 
of the National Production Authority curtailing use of other mate 
rials for container purposes, there has been an increased demand 
for glass containers. That demand has become so great that glass 
manufacturers have established a system of allocation for their 
ustomers 


Conservation of glass has become an obvious necessity in for 
warding the defense effort. A considerable amount of glass is con 
stantly wasted because purchasers of soft drinks in bottles of all 
sizes fail to return the empty bottle despite deposit charges. In 
reased deposit charges within the limits of replacement costs will 
encourage the return of empty bottles and thereby make them 


available for reuse. This regulation permits such increased deposit 
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charges on bottles of all sizes, but not beyond replacement costs, 
which are, of course, fixed as a result of the General Ceiling Price 
Regulation 

In some instances special taxes attach to soft drinks or their 
sale. Where such taxes have been included in ceiling prices, the 
regulation permits them to be deducted for purposes of determining 
whether sellers are entitled to new ceilings under this regulation. 
In addition, it requires a reduction in ceiling prices whenever 
such taxes are decreased or terminated. 


FInpINGs OF THE Director 


In the judgment of the Director of Price Stabilization, the ceil 
ing prices established by this supplementary regulation are gen- 
erally fair and equitable and are necessary to effectuate the 
purposes of Title IV of the Defense Production Act of 1950. 

So far as practicable, the Director of Price Stabilization gave 
due consideration to the national effort to achieve maximum pro- 
duction in the furtherance of the objectives of the Defense Produc 
tion Act of 1950; to parity prices and the other minimum require 
ments of the law including prices prevailing during the period 
from May 24, 1950 to June 24, 1950, inclusive; and to relevant 
factors of general applicability. The provisions of this regulation 
have been discussed with the Industry Advisory Committee which 


has expressed its general concurrence with them. 


Reevratory Provisions 
Sex 
1. What this regulation does 
2. Where this regulation applies. 

Definition 
1. Pricing for sales to retailers. 

5. Pricing by retailers 
6. Notice of ceiling price increases, 

Bottle deposit charges. 

8. Continued applicability of General Ceiling Price Regulation 
9. How to take account of taxes. 

Avrnority: Sections 1 to 9 issued under sec. 704, Pub Law 774, 
Bist Cong. 

Section 1. What this regulation does. This supplementary regu 
lation permits wholesale sellers of soft drinks whose ceiling prices 
ire below 95 cests for a case of 24 bottles to increase their prices 
16 cents up to 96 cents a case. It also allows manufacturers of soft 
drinks in bottles of all sizes to charge bottle deposits not to ex 
ceed replacement costs, and wholesalers and retailers to pass such 
charges along. Finally, it permits retailers, whose actual costs 
after the effective date of this regulation are 96 cents a case or 
more, or are increased by at least 16 cents a case, to increase their 
single bottle price to six cents, subject to maintaining their cus 
tomary differentials for multiple unit sales 

Sec. 2. Where this regulation applies. This regulation applies 
to the United States, its Territories and possessions and the Dis- 
trict of Columbia. 

Sec. 3. Definition, For purposes of this regulation, other than 
section 7, “soft drinks” means non-alcoholic beverages in bottles 
of 6 to 12 ounces, whether flavored or unflavored, carbonated or 
uncarbonated. The term does not include, however, bottled water 
which is neither flavored nor carbonated, milk drinks, or drinks 
consisting of fruit juices or vegetable juices where at least 85 
percent by weight of the drink is fruit juice or ve getable juice or 
a mixture of both. 

(b) For purposes of section 7 of this regulation, “soft drink” 
means soft drink as defined in paragraph (a) of this section, ex- 
cept that soft drinks in bottles of all sizes are included 

Sec. 4. Pricing for sales to retailers. If you sell a soft drink to 
retailers and have, pursuant to sections 3, 4, 5, 6 or 7 of the Gen- 
eral Ceiling Price Regulation, a ceiling price to retailers of 95 


cents or less for a case of 24 bottles you may increase that price by 





(Please turn to page 68) 





Mr. Bottler Goes To Washington 


November 12-15 are the dates for the annual 


A.B.C.B. Convention-Exposition in the Nation’s Capital 


etn 


~. 


fio 


National Guard Armory, scene of the Exposition and Convention sessions. 
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— 
» Nas 


he ade l 


to the sellout 


National 


close 
held 


Guard Armory, a great new struc 


sition, already 


point, will be in the 


ture ideally suited for the purpose 
Over two dozen of the city’s leading 
hotels have guaranteed 4,000 rooms 
housing will not 


Hotel 


being accepted, and it is 


for de legates, 


so 


problem reservations 


re a 
are now 


suggested that they be made earls 


for choice accomodations 
Big Doings Planned 
The 


quarters staff is pulling out 


id 
all the 


to provide every Convention 


national association he: 


stops 
Exposition visitor with a full week 
of 

rhe 


force, 


entertainment and sightseeing 


ladies, who are expected ir 


will have their own special 


program, now tentatively planned 


three afternoons and one morn- 


for 


of sightseeing, 


other 


ing, get-togethers, 


luncheons, a style show and 
The 
to their business com- 
at 


attractions male contingent, 


in addition 


mittments the convention and 


exposition, will have official 
A.B.C.B 
vention sessions will be held Tues- 
day, Nov. 13, Wednesday, Nov. 14 


Nov. 15 from 10:30 


two 


functions to attend. Con- 


and Thursday, 
a.m. to 12:45 p.m. The Exposition 
will open Monday, Nov. 12 at 
and close 6:00 p.m.; thereafter until 
Thursday, Nov. 15, it be 


1:00 p 6:00 


noon 
will open 


daily from m. to p.m 


Much To See 


Historic Washington is a unique 


for the first-time visitor, 
to 


before 


experience 


and offers new lelights even 


those who have been there 
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It would be somewhat paradoxical 
to speak of Washington, the Capitol 
of the United States, as “coming 
into the public eye’. Washington 
as the ( apitol of the Nation, has of 
course, been in the public eye for 
more than a century, but it is never- 
theless true that as prominent as its 
position has been as a city, it has 
become even more prominent in the 
last few years 

This somewhat strange regener- 
ation of a great Capitol has been 
brought about in two ways: First, 
the material improvements in the 
city in the last few years have been 
vast; and second, the governmental 
activities have grown to mammoth 
proportions 

But aside from these develop- 
ments, Washington is peculiarly 
circumstanced to be a popular city 

the city built in a forest. It has 
been developed over a period of 
many years as the Capitol of a great 
nation and it is unlike any othe) 
city in the United States; indeed 
perhaps, any other city in the world 
It has countless thousands of trees; 
more than six hundred parks and 
open places. some of them in the 
downtown district, hundreds of mil 
lions of dollars worth of ornate and 
monumental government buildings 
and more than a hundred outdoo) 
memorials and shrines 

The climate of Washington is one 
that is conducive to varied and 
luxuriant vegetation. Practically 
throughout the entire year, there 
are flowers and flowering trees of 
many kinds and in great abundance 
The weather is pleasant throughout 
the vear and particularly the au 
tumn and spring seasons are glo 
rious. It is in these seasons perhaps 
that the greatest number of visitors 
come to the city and incidentally 
from two million to three million 
persons come sightseeing to Wash 
ington each veal 

A careful tour of the scenic and 
historic places is educational to the 
A visitor in Wash- 


ington can, by properly planning 


highest degree 


his itinerary, see a great many oft 
the interesting places of the city 
When he has seen these places and 


has learned about them, he has a 
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tund of valuable information to 
carry away with him 

Of course, one of the most inter- 
esting places in Washington is the 
National Capitol. It stands on spa- 
cious grounds, 120 acres in extent, 
beautifully landscaped. 

Nearby is the United 


Supreme Court Building, one of the 


States 


newer structures, and magnificent 
in its architecture 

Adjacent to the Supreme Court 
Suilding is the huge granite struc- 
ture of the Library of Congress. It 
is the largest and best equipped in- 
stitution of its kind in the world, 
having more than 5,000,000 books, 
pamphlets, and 2,500,000 maps and 
charts, and music compositions. 

Along Pennsylvania Avenue, be- 
tween the Capitol and the White 


House, is the greatest showplace in 
the world. It is the Federal Building 
Triangle, containing more than 
$200,000,000 worth of fine new 
structures. The base of the Triangle 
is the building of the Department 
of Commerce, which until the add- 
ition of the Department of Interior 
Was completed, was the largest 
office building in the world. 

Other buildings in this Triangle 
house the Interstate Commerce 
Commission, Post Office Depart- 
ment, Department of Labor, Intern- 
al Revenue Department, and the 
Department of Justice. 

All of these places are supreme 
interests to the visitor in Washing- 
ton. Much is known throughout the 
country about the Federal Bureau 
of Investigation, the Scotland Yard 


The world-famous Mall, looking toward the Capitol. 








of the United States, but not so 
much is known of the building that 
is the headquarters for the Federal 
Bureau of Investigation. This build- 
ing cost $9,000,000. On the seventh 
floor where Uncle Sam with his 
large staff, keeps tab on the crim- 
inal population of the United States, 
much can be found to engross the 
visitor. Here, for example, are the 
scientifically-arranged rooms for 
the files upon files of four million 
finger-prints. These are the finest 
crime laboratories in the world. 
The new Post Office Building has 
the finest postal station in the 
world. It is the most elaborate head- 
quarters for a government depart- 
ment in the United States. The re- 
Postmaster 


ception room of the 


General is one hundred feet long. 

It would be impossible here to go 
into a detailed description of these 
buildings in the Federal Triangle, 
but the visitor in Washington can 
see for himself because tours of 
these Triangle buildings, including 
the Department of Justice, are 
easily arranged. 

Not far from the White House 
on a mound in the center of a 60- 
acre park of sylvan beauty is the 
towering marble shaft of the Wash- 
ington Monument. It is the tallest 
masonry structure in the world, 
rising to a height of more than 550 
feet 


Nearby is the stately temple-like 


Lincoln Memorial. It is perhaps the 


most impressive of the monuments 
in Washington. There is a notable 
statue of Lincoln. This realistic 


figure is of crystalline Georgia 


marble, constructed of twenty 
blocks, interlocked so perfectly that 
it seems to be one huge monolith. 
In front of the Memorial is the 
Reflecting Pool which gains dignity 
and distinction from the broad 
grassy terraces around it. It is a 
vista of water almost 2,000 feet 


long 
Standing at the Lincoln Memo 


rial, the visitor can look toward the 


Capitol and view the whole beauty 


of the tract that is known as the 


Mall. The Mall is in fact a great 


park, flanked on one side by Con- 
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stitution Avenue and the National 
Museum and on the other by the 
Smithsonian Institution and the 
great Department of Agriculture 
buildings. And at the Capitol end 
is the new Conservatory of the 
Botanic Gardens, where the visitor 
may lose himself in a_ tropical 
forest. 

Crossing the Potomac over ten 
million dollar Arlington Memorial 
Bridge, we come to the Arlington 
National Cemetery where hundreds 
of the nation’s famous dead rest. 
From there also may be seen the 
Arlington Amphitheater and the 
Tomb of the Unknown Soldier with 
a silent sentinel pacing back and 
forth through the entire twenty- 
four hours of the day. Here also is 
the Lee Mansion, the old home of 
General Robert E. Lee. And not far 
away may be seen the tower of the 
four-million-dollar George Wash- 
ington Masonic Memorial. 

One of the most interesting di- 
versions for the visitor in Wash- 
ington is the trip to Mount Vernon 
After leaving Arlington, the route 


is through historic Alexandria. The 


Mount Vernon Memorial Boulevard 
follows the winding Potomac prac- 
tically throughout its entire length. 
It is a marvelous highway, perhaps 
the finest in the United States and 
certainly the historic. All 
along the way it is bordered by 


most 


forests and flowers and is wonder- 
fully landscaped with park places. 
It leads directly to the old home of 
George Washington, which is fif- 
teen miles south of Washington. 
Of necessity in this article, many 
of the wonders of the National Cap- 
ital have been untouched. Its won- 
derful park system, miles and miles 
of beautiful trees, its Rock Creek 
Park, 1700 acres, containing the 
most notable zoological gardens in 
the world, its large and modern 
shopping district, where a major 
percentage of the shops are air 
conditioned, can only be mentioned 
here. Future articles will describe 
many of these places in greater de- 
tail, and furnish additional detail 
about the national meeting, as ar- 
completed. But 
make your plans now to attend in 


rangements§ are 


November. It’s important to you. 
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NEW 90-HEAD MARYLAND PLANT 








A modern, airy bottling plant was recently com- 
pleted and put into operation by the Seven-Up Bot- 
tling Company of 6159 Edmondson Avenue, 
Catonsville, Maryland. The new two-story brick 
structure (left, above) includes some of the latest 
bottling equipment. The operation is owned by the 
Seven-Up Bottling Company of Baltimore. Anthony 
Imbesi is president of the development at Catons- 
ville. Clean, efficient bottling equipment is housed 
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in the Catonsville Seven-Up plant. The photo at 
right, top, shows the setup of the two bottling units 
—one a 50-spout Liquid and the other a 40-spout 
Cem. The syrup room (left, bottom) adjoins the 
bottling room of the Catonsville Seven-Up opera- 
tion, and is fully equipped. A rear view of the two 
bottling units is shown (right, bottom). At the 
right is the Infilco filtering unit which comprises 
four filters and a polisher. 





17 Ways To Use A Sales Contest 


Putting the competitive spirit to work 


to achieve worth-while sales aims. 


WwW, nave 


salesmen like 


been asked: “Do route 
sales contests?” 
Rather than volunteer an opinion, 
we sent a questionnaire to the 
routemen of twelve bottling com- 
panies picked at random. We asked 
“What do you think 
of contests? Do you like them? Do 


the salesmen: 
you work hard when they are run? 
Do you believe the other men work 
harder? Do you believe they are 
fair? 

The answers were returned di- 
envelopes. The 


rectly in sealed 


bosses did not see them. The men” 


did not have any reason to kid about 
it. If they had any grievance, it 
tine chance to get it off their 
inalyzing the replies of 


we found that ninety 


yt 
CRO iqd” coud 
go COM ° By 


- 


per cent of the bottlers’ routemen 
when questioned individually said: 
“Tea, 1 
work harder when contests are run 
and I think the other fellow works 


“Yes, we like contests.” 


harder too when contests are run.’ 

We went a step further and 
asked: “Did you ever win anything 
in a contest?” Many never did. We 
analyzed separately the replies of 
men who never had won anything 
to see whether they had any less 
interest in the contest. The favor- 
able reaction in that group was 
high, in the eighties as compared 
with ninety per cent for the aver- 
age group of routemen 

The question now arises—what 
are the elements that will make a 


successful sales contest? The five 


the theme of 
the contest, showmanship in the 


principal points are 


contest, the scoring plan, the fol- 
low-up and the prizes 

But what does a sales contest 
do? Why run a sales contest in 
your business? There are other 
things besides the straight increase 
in volume for which you can use 
contests. For example, you can 
focus your contests on a_ special 
item you wish to push. You can 
focus your contest on some slow 
moving product, on getting new 
customers, and on getting special 
advertising window display and 
counter display tie-ups. 

The competitive spirit of the 
American salesman is_ pre-condi- 
tioned and waiting for proper stim- 
ulation. Let’s investigate how un- 
derstanding bottlers are utilizing 
this knowledge to induce their sales- 
men to greater sales accomplish- 
ments. 

Here are some of the objectives 
that are being attained through 
the stimulation of special incentive 
campaigns: 


What Contests Can Accomplish 


1 To increase sales volume: The 
most common objective is to in- 
A 7-Up bottler, for 
example, caused his sales to zoom 


crease sales. 


by awarding to salesmen several 
free trips to Bermuda. 


2. To get new customers: 


Many 
companies have found contests ef- 
fective in spurring their salesmen 
to sell new customers. One bottler 
gives his salesmen a flat $5.00 for 
every new customer 

3. To get rid of slow-moving 
flavors: Because it is easier to sell 
“hot” lines, some sales managers 
encourage the sale of old stock with 
special inducements. 


} To get more sales calls: Some 





companies offer special inducements 
to encourage their route salesmen 
to squeeze one or more extra sales 
calls into each day. This is merely 
an indirect way of shooting at in- 
There is 


danger in such plans unless some 


creased sales volume. 
form of control is exercised. With- 
out control mere numbers of calls 
might win without consideration of 
whether or not they are effective 

5. To encourage sale of full line: 
Some companies have difficulty in 
getting all salesmen to sell their 
full line. Each salesman, normally, 
tends to favor certain products in 
his sales efforts and neglect others. 
Many alert sales executives have 
found that the offer of prizes plays 
an important role in helping to cor- 


rect 


such a situation. 


To encourage the use of a 
sic sales idea: A bottler found 
his own and his distributors’ sales- 
men reluctant to use a new basi 
selling idea. This condition was cor- 
rected by a contest in which an ex- 
pensive hat was given each month 
to the salesman who landed the 
best order through the use of this 
basic selling idea 
7 To disc over new applications . 
Salesmen who lack initiative to fer- 
ret out new and perhaps unusual 
applications for their products fre- 
quently can be stimulated to do so 
by some form of bonus or reward 
x To 


brand: At times a sales organiza- 


introduce a new flavor or 


tion seems reluctant to “borrow” 
the necessary amount of time from 
their regular lines to introduce a 
new line quickly and effectively. 
Sales managers sometimes make 
this more palatable by giving prizes 
for the accomplishment of this task 

9. To build good mailing lists: 
Keeping mailing lists up-to-date is 
a thankless job that must be done 
by salesmen at 


nights or week- 


ends. Some’ companies remove a 


part of the curse by rewarding 
with a “gift” each salesman who 
cooperates 

10 To get more dealers: It is 
1ot unusual for salesmen to have 
blocks” 


any more dealers. One sound way 


“mental against getting 
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WHY A 


into a game. 


interest. 


conflict. 





SALES 


You may remember a line in an old Eddie Cantor picture 
in which somebody asked: “Mr. Cantor, how many men work 
here?” Eddie answered, “About twenty per cent.” In that 
simple situation, you have the gist of the conditions which 
all of us face in handling a group of salesmen. We get less 
than maximum effort from most of them. 

A sales contest is an emotional experience for the salesmen 
to get them to increase their effort, on the assumption that if 
they will increase their effort, they will increase sales. A fair 
question to ask is: What makes you think a contest will create 
additional effort? Here is your answer— 

First, the average man, and that includes your route sales- 
men, would rather play than work. A sales contest turns work 


Secondly, the average man is a boy at heart. 

Another thing that increases the efforts of your men is that 
a contest provides a change in scenery and a change in pace. 
Business becomes very humdrum to the average man in any 
pursuit. When you provide a change in scenery, when a dif- 
ferent element of action exists, you immediately increase 


Fourth and most important, a contest provides an oppor- 
tunity for conflict. Conflict is the one thing that arouses our 
interest more often and more quickly than anything else. 
Look at your newspapers. In this morning’s papers one sees 
significantly across from headline to headline that practically 
every story is a story of conflict. Somebody has died. His con- 
flict is over. A country has a revolution. They have a conflict. 
Legislation comes up in a political body. There is an argu- 
ment and conflict. No matter what story you analyze in the 
papers, in movies, in books and plays you will always find 


CONTEST? 








to hurdle this obstacle is to get 
them interested in a prize contest 
with this goal. 

11. For the best sales presenta- 
tion: By awarding certain desir- 
able prizes a sales organization may 
frequently be induced to create new 
and better sales presentations 

12. To -encourage calls on new 
prospects: Periodically certain com- 
panies induce their salesmen to call 


on new prospects by making it a 


game with prizes for all who qual- 


1f\ 


To accelerate the handling 


of complaints: One. big bottling 
company felt their complaints were 
being handled far too slowly. A 
"service Opportunity” contest was 
prepared with route managers 
heading up “leagues” that competed 
with other leagues for prizes. This 
simple competition speeded up their 
handling of complaints. 

14. To 


counts: 


re-vitalize inactive ac- 


Bonuses are successfully 


employed by some organizations to 
encourage their salesmen to re-acti- 
vate dead accounts. 

15 To push long profit items: In- 
centive pay is used by many com- 
panies to influence salesmen to con- 
centrate their efforts on the sale 
of long-profit items. 

16. To 


orders: 


build up individual 
With today’s tendency 
toward hand-to-mouth buying and 
its flurry of small orders, some sales 
managers are turning to incentives 
for relief. It is not difficult to de- 
vise a contest in which large orders 
add so many points and small ones 
subtract. 

17. To uncover new outlets: A 
number of companies have used 
contests to stimulate their sales or- 
ganizations to dig up new and suc- 


cessful outlets for their products 


Suggestions And Warnings 


Don’t try to substitute a prize 
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contest for fair or intelligent com- 
pensation 


9 


2. If possible, check to determine 
whether other contests are being 
planned to run at the same time 


Don’t let the fact that you've 


never used incentive campaigns 
keep you from deriving the benefits 
they may bring. It is not necessary 
for you to blunder in and learn as 
vou go. There are several large or- 
yanizations who do nothing but pre- 
are and help run premium con- 
tests. One of these organizations 
creates the background and fur- 


nishes the merchandise prizes for 
These 


contests 


a million salesmen a year 
“stock” 
with all the specialized stimulative 


companies have 


material which can be applied to 
your needs at a small fraction of 
what it would cost you to prepare 
it individually. Furthermore, these 
experts can guide you around mis- 
takes and insure maximum results 
You profit from their years of spe- 
cialized experience, both in guid- 
ance and in relieving you of the 
details. Incidentally, because of 
their enormous buying power, they 
are able to save you a tidy sum on 


the cost of merchandise prizes 


Use Imagination 


4. A good part of the success of 
any incentive campaign depends on 
how much creative imagination is 
used in dressing it up. For example, 
contests frequently are presented in 
the jargon of sporting events such 
as horse races, ball games, moun- 
tain climbs, etc usually timely. 
Sometimes they are geared in with 
some political event such as an elec- 
tion or an official’s birthday or any 
other date important to a company. 


5. The usual length for a sales 
contest is between one and three 
months, although a certain company 


has run one continuously for the 


past 12 vears. The main reason for 
| 
i 


imiting the length of an incentive 
campaign is because the interest of 
the salesmen can usually be main- 
tained only so long It has been 
found desirable to promote a con- 


test rather actively, to keep the 
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participants at peak enthusiasm. It 
is generally better to terminate a 
contest after a few weeks and start 
another after an intermission 

6. Once the theme of the contest 
has been determined, it is impor- 
tant that proper pre-build-up teas- 
ers be used so that all salesmen will 
look forward to the event. Next, a 
complete description, explanation 
and rules should be written in lan- 
guage so simple that there can be 
no doubt in anybody’s mind as to 
how it works. These instructions, 
together with the prize catalog or 
list of prizes should be sent to the 
This affords 
wives and children a chance to se- 


Daddy 


salesmen’s homes. 


lect prizes and then goad 


into winning them. 


Needle Contestants 


7. Any 
ment. Therefore, it is advisable to 


contest needs nourish- 
needle the contestants periodically. 
These communications of encour- 
agement ought to hit the home of 
the salesman at intervals of about 
a week, and some of them need be 
no more than a post card. Unless 
interest is stimulated as the con- 
test progresses, it may lose momen- 
tum and peter out. 

8. Speak of value of merchan- 
dise prizes in terms of so many 


“points” rather than so many dol- 


lars”. 
9. Speak to distributors and 


dealers about profit in dollars 
rather than in percent. It is more 


effective. 

10. In a contest, individuals may 
be pitted against each other; groups 
may compete, or a three-legged race 
may sometimes be helpful. This lat- 
ter consists of pairing off an experi- 
“green” salesman 


enced with a 


against other similar twosomes 

11. Provide restrictions to dis 
courage salesmen from ganging up 
and pooling their points 

12. The common denominator of 
all employe relations today is an 
appreciation of the fact that all 
workers want to be important. Both 
their production and morale climb 


as they are made to feel important 


Salesmen are no different. Most of 
them are sensitive and temperamen- 
tal and hungry for praise and 
honors. Don’t overlook this angle 
in creating your plan. Make sure 
there is plenty of honor for your 
winners. One company awards a 
President’s Cup to the outstanding 
salesman and it is as coveted as the 
Davis Cup in tennis. Another com- 
pany gives plaques (with no money 
or merchandise) with the winners’ 


names engraved on them 


13. If you plan to use the United 


States mails to promote a _ sales 
contest, it is illegal to include any 
form of lottery or chance drawing 


of prizes. 


14. Salesmen shouldn't have to 


be warned not to mention their 
contest to their prospect. It is true, 
however, that many possible pur- 


chasers strongly resent any sales 


“T can 
It’s al- 


most as irritating as the salesman 


appeal including the angle: 


win a prize if you buy 


whose clincher is, “I'll lose my job 
if I don’t get this order”. 


15. Some companies have suc- 
cessfully used the reverse English 
of awarding a booby prize for the 
worst showing. For example, one 
organization shipped a live goat to 
the district sales office having the 
poorest record and it had to keep 
it until some other office did worse 
from 


and “won” the goat away 


them. In most cases, however, 
where an individual is concerned, 
it is dangerous to use this tech- 
nique. Salesmen are supersensitive 
and do not want to be embarrassed 
in front of their fellow salesmen or 


their families 


16. As quickly as possible after 
the contest is over, the salesmen 
should receive a report stating the 
results 


winners and the accom- 


plished. 


17. A slump frequently follows 
the increased effort of a contest 
with the winners suffering worst. 
Some sales managers counteract 
this tendency by a special diver- 
sional drive on new prospects or 
the announcement of some new 


p ‘oduct. 
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We that the soft drink industry 
has been given the “go” signal to 
increase prices (on smalls), two 
important questions arise: 1. Will 
the small bottler immediately take 
advantage of the OPS grant to raise 
his price or will he wait for the 
big fellows to move first? 2. Can the 
small bottler afford to go ahead 
with a price increase, notwithstand- 
ing the possible reluctance of other 
plant operators in his territory to 
do likewise? 

Obviously, it would be more ad- 
vantageous for all concerned if both 
the small and large bottlers raised 
their prices simultaneously. How- 
ever, What is the small bottler to do 
when, on the one hand, the “big 
boys” seemingly make every effort 
to hold the line, while on the other, 
his poor financial status indicates 
that a price increase is a must? 

This was the question that rela- 
recently faced Edward F. 
Skowronski, Vice President of Clo- 
ver Club 


tively 
(quart) Beverages in 
Chicago . . . and the manner in 
which he handled it may perhaps 
prove of some value to other small 
bottlers who now are met with the 
same problem. Here is the back- 
ground: 

Mr. Skowronski started the busi- 
ness in 1948 with his father, Walter 
Reminger, and his brother, Edmund. 
Despite the fact that they began 


ED SKOWRONSE! ... 


Personal selling helped him put 
across two price increases in less 
than a year. 
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How Small Bottler 
Put Across Two Price Increases ! 





operations on practically a shoe- 
string basis, they managed to sell 
45,000 cases during their first year 
at $1.00 per case. In 1949 they 
upped their sales to 60,000 cases 
(also at $1.00 per case). 

But profits, because of steadily 
rising costs, failed to keep pace with 
the increase in volume. In fact, the 
company made less money in 1949 
(on sales of 60,000 cases) than in 
1948 (on sales of 45,000). 

In 1950, Mr. Skowronski reports, 
some of the larger quart bottlers 
effected an increase in price. “But 
we were fearful of losing accounts”, 


he candidly admits, ‘so we did not 
go along with them at first. After 
a few months, however, we still 
were finding it difficult to make ends 
meet, so we decided to put through 
an increase. It boiled down to doing 
that, or cutting the quality of our 
beverages. So we raised to $1.10.” 


Three Chief Obstacles 

The company expected “quite a 
bit” of trade resistance to the new 
price level — for several reasons. 
Firstly, it was well aware that its 
product was a newcomer in the field 
and not what is generally considered 
” item. Sec- 
ondly, it did not intend to give ad- 
vertising support to the new price 

because it could not afford to do 


a “name” or “prestige 


so. Thirdly, numerous quart brands 
at that time were being wholesaled 
at well under $1.00 some brands 
even us low as $.80. 

Despite these obstacles, the price 
increase resulted in the loss of but 
2 accounts of more than 600 outlets. 
In fact, such was the success of the 
initial price increase, the company 
effected another raise in January 
of this year, just before the price 
freeze, to $1.20. This increase was 
fruitful. 
Skowronski: 


equally Comments Mr. 


“Our price now matches that of 


a few advertised brands. And our 
sales are climbing fast. For the 
first quarter of this 
showed a 35% increase in volume. 
And what with new outlets being 
lined up 


year, we 


we now have 750 stops— 
I expect we'll hit between 100,000 
and 110,000 cases this year.” 

How did this company—a small, 
new, limitedly-financed _ bottling 
operation in one of the nation’s 
most competitive markets—fare so 
well in the face of two price in- 
creases in less than a year? Mr. 
Skowronski explains it thusly: 


“Talked, Explained, Argued” 


“We took advantage of the fact 
that we are small bottlers. By that, 
I mean that the small bottler has 
the opportunity—or must-—-do a lot 
of personal selling. He can’t afford 
big advertising spreads . . . but he 
can do a great deal of contact work. 
And we did it. 

“After each of our increases, my 
brother, my father and I made it 
our business to visit each of our 
customers. We talked, explained, 
argued and_ pleaded. 
Since we knew the business inside 


sometimes 


out, we were able to meet every one 
of the questions put to us. The net 
result is we’re now selling more 
goods, through more stops, at higher 
prices.” 

If future conditions demand still 
further price advances, Clover Club 
Beverages will not hold back. “And 
we'll use the same personal service 
technique to put them across”, Mr. 
Skowronski declares. Right now, 
however, the company is engaged in 
“building” process. It has rounded 
out its flavor line (beverage bases 
are supplied by Foote & Jenks), 
just purchased several new trucks, 
and added a routeman. 

Increased prices obtained 
through hard personal selling effort 

are paying for all this. 
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55,000,000 persons live and work in rural areas, 
and most of them buy and consume soft drinks. 
Importantly, they are decidedly brand-conscious. 


What Farm People Like 
Vu Soft Driuhe 


SECTION 2 


ho asi month we published two oft 


among 


several surveys Topeka, Kansas, among its subscribers. Returns o1 
farm families in several sections of the country this survey totaled 2,632, or 50.7¢ of the mailing. It is 
which showed that rural customers have decided flavor significant that 85% of the respondents purchased and 
preferences and are very brand conscious. Here is pre- used soft drinks. Both of these surveys disclosed that 
sented another survey, made in July, 1950, by ‘“‘House- farm families purchase larger quantities then do urban 
hold” Magazine, published by Capper Publications, Inc., families, and display strong loyalty to favored brands 


“Which brand of bottled Cola or Kola 


do you use at home?” 


“How many persons in your household 
drink Bottled Soft Drinks?” 


SUBSCRIBERS Persons SUBSCRIBERS 
REPORTING 


Per REPORTING 
Brand Used No. Percent* 


Family No. Percent 

Coca-Cola** 1.031 4 
Pepsi-Cola 420 One 129 6.0 
Royal Crown Y Two 525 24.5 
“Coke”** J Three 496 23.1 
ot el ss Four 507 23.7 

ot Reporting Bran . : 
No Preference 40 t Five 272 
Miscellaneous Brands ’ Six 118 
(No. Miscellaneous Seven 52 

Brands) Eight 24 
“Based on 1,655 subscribers who use Nine or More 21 
**“Coca-Cola” and “Coke” are the 

same products, and tallies should 


Total Families Drinking 
be consolidated. 


Bottled Soft Drinks 2.144 100.0 
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Brand Used 


Hires 


Dad's Old Fashioned 


Mason's 
Par-T-Pak 
Barq 

Nehi 
Howel's 
Dr. Swett's 


Not Reporting Brand 


No Preference 


Miscellaneous Brands 20.7 
(No. Miscellaneous 


Brands) 


*Based on 1,223 subscribers who use 


SUBSCRIBERS 
REPORTING 
No. Percent* 


338 27.6 


“Which brand of bottled Root Beer 


do you use at home?” 





(155) 








“Which brand of bottled Ginger Ale 


do you use at home?” 


Brand Used 
Canada Dry 
Vernor’s 
Clicquot Club 
Par-T-Pak 
Cloverdale 
Hoffman's 
White Rock 
Cott 


SUBSCRIBERS 
REPORTING 
No. Percent* 
227 31.6 

82 
37 
31 
13 
12 

8 

7 





Brand Used 
Nesbitt's 


SUBSCRIBERS 
REPORTING 
No. Percent* 


149 


Not Reporting Brand 118 
No Preference 29 r 
Miscellaneous Brands 191 26.6 
(No. Miscellaneous 

Brands) (108) 


*Based on 719 subscribers who use 





Nehi 104 
Grapette 90 
“Orange” 





Mission 


“Which brand of bottled Soda Pop 


do you use at home?” 


“Grape” 
Orange-Crush 
Par-T-Pak 
Bireley's 





Suncrest 

Tru-Ade 

O-So-Grape 

Barq 

Whistle 

Kist 

Nu-Grape 

Not Reporting Brand a 

No Preference 

Miscellaneous Brands 390 . 7-Up 297 $2.7 

(No. Miscellaneous Dr. Pepper 87 
Brands) (237) Squirt 40 





SUBSCRIBERS 
REPORTING 
No. Percent* 


Canada Dry 
Delaware Punch 
Nehi 

Squeeze 

Par-T-Pak 

Not Reporting Brand 
No Preference 
Miscellaneous Brands 


(No. Miscellaneous 
Brands) (67) 


*Based on 1,124 subscribers who use 








“Which brand of other bottled soft drinks 


do you use at home?” “Based on 564 subscribers who use 
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ALL OVER THE PLACE 


Shoppers in this Lynwood, California super market just can't miss seeing 
Squirt as they move down the aisles. A Special lc Squirt Quart Sale 
produced these excellent results, according to William D. Glusac, Squirt 


bottler in Long Beach, California. 





National Advertising Campaign 


Initiated by Mission Bottlers 


A combined television, radio, 


newspaper and = screen advertis- 
ing program 1s now 
lized by Mission 


program is 


being uti- 
bottlers This 
adapted to several 
media, and flexible enough to be 
used all or in part by Mission bot 
tlers, according to requirements of 
their respective territories. 

Details of the new program were 
announced in a bulletin to all Mis 
sion bottlers issued by W. J. Kuehn, 
vice president and advertising 
manager of the parent company 
The advertising in each territory is 
handled on a co-operative basis, and 
the campaign which began in mid- 
spring is to continue throughout 
the summer 

The net effect of localized adver- 
tising campaigns, beginning at 
about the same time in territories 
across the nation, is equivalent to 
national coverage. The basic theme 
of the campaign is described by its 
caption, “Inter-MISSION Theatre” 
The television spots include four 
10-second animated cartoons ac- 
companied by catchy singing com- 
mercials, presented as four acts in 
the Inter-MISSION Theatre. These 
are followed by 20 seconds of live- 
action commercial selling at the soft 
drink stand in the theatre lobby 

The singing jingles are also used 
in radio spot announcements with 
special commercials adapted to radio 
selling. The cartoon illustrations 
which appear in the television and 
motion picture films are reproduced 
in a series of 2-column newspaper 
advertisements with correlated 
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copy. This gives the Mission bottler 
a completely integrated advertising 
program, flexible enough to con- 
form to his particular budget, and 
adapted to any media or combi- 
nation of media he may select 


Canada Dry Re-Opens 
Franchise Offer 

Canada Dry is again soliciting 
additional franchise bottlers, after 
a two-year period during which 
the company’s U. S. License De- 
partment was virtually closed to 
prospective licensees. During this 
period the department has focused 


all effort upon developing and con-: 


solidating the 100 new bottlers who 
had started operations in 1948-'49. 

This conservative policy has 
proved “markedly successful,” ac- 
cording to vice president James W. 
Ellis, who reports that “with very 


few exceptions, our bottlers are do- 


’ . 


BIG SALES MEETING 


ing very well indeed, both finan- 
cially and in terms of entrenchment 
in their markets.” Realistic pricing 
has been an important factor in 
their success, he added. 

In re-opening its franchise offer, 
Mr. Ellis said, Canada Dry is seek- 
ing “independent bottlers of esta)- 
lished merit, who are not exclusively 
committed to another franchise.” 
While. the franchise includes the 
complete Canada Dry Line, “con- 
cessions will be granted to operat- 
ing bottlers who have built a de- 
mand for products which do not 
compete with the leaders in the 
Canada Dry Line.” 

New capital will also be welcome 
but would probably be subject tc 
delays in securing complete bottling 
machinery. 


Plant Protection Explained In 
Atomic Defense Booklet 

“How To Prepare Your Plant 
Attack”, a 
booklet on industrial 
plant security in the atomic age, 
is being offered to all plants, large 
Walter Kidde & 
The booklet is be- 
lieved to be the first on this vital 
subject specifically for 
industrial management and safety 
personnel, prepared and distribu- 
ted solely at the expense of a pri- 


For Atomic 32-page 


illustrated 


and small, by 
Company, Ine. 


intended 


vate company. 

Copies of “How To Prepare 
Your Plant For Atomic Attack” 
may be obtained without cost from 
Walter Kidde & Company, Inc., 
Dept. A, 675 Main Street, Belle- 
ville 9, New Jersey. 


Six Seven-Up developments were represented at a joint sales meeting 
which was held recently at Columbia, South Carolina. The meeting 
was arranged by the Seven-Up Bottling Company of Columbia, the 
host Seven-Up operation. In addition to the Seven-Up operation in 
Columbia, the following developments were represented: Charleston, 
Sumter, Florence and Walterboro, South Carolina, and Augusta Georgia. 
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HOTEL 


\COMMODORE 


OMAHAS NEWEST * COCKTAIL LOUNGE 


GARAGE IN CONNECTION 
"WESTERN OUTO00R Aor Co. | 


@ OUT OF CONGESTED DIST. @® 


Here’s the outdoor advertising sign 
that SELLS twenty-four hours a day! 


SUPER SALESMAN — signs like this sell 24-hours a LOWEST COST PER VIEWER makes the “SIGN OF 
day—put your advertising message across with SUCCESS” your best buy in the outdoor field. 
two-fisted impact, bring more business your way. “SCOTCHLITE” Sheeting gives your sales story 
It’s the “SIGN OF SUCCESS”! Your roadside an important bonus nighttime readership, yet 
bulletin or place-of-purchase sign made with requires no costly illumination or maintenance. 
“SCOTCHLITE” Reflective Sheeting will out-pull, Headlight beams alone provide the light that makes 
outsell any other sign day and night. It’s new, excit- your message visible as far as half a mile away! 
ing, different! The gleaming full-color brilliance gives Your local sign plant can give you full information 
your product center-of-the-stage attention at night —or write us direct, Dept. NGS81 Minnesota 
when ordinary signs have faded into invisibility. Mining & Mfg. Co., St. Paul 6, Minnesota. 








__ Nenilluminated Mivminated — aatocive Theeting Th core * L | T : 
Cost Per Month $10 e 


$20 $13 


wr mmnrrmmmmmrremmm mms SIGNof = ocr ECTIVE 


(6AM.—6 P.M.) (6 A.M.—Midnight) (6 AM.—6 AM) 


sonra aim SUCCESS. SHEETING 


Per Month 137,500 196,500 213,500 














Cost Per M 7¢Z 10¢ 6< 


BUILD A SUCCESSFUL outdoor advertising pro- 
“THE SIGN OF SUCCESS” gives you the largest number of lookers over gram with THE SIGN OF SUCCESS! 


: : Made in U.S.A. by MINNESOTA MINING & MFG. CO 
the longest period of time at the lowest cost per looker. St. Paul 6, Minnesota, also makers of “Scotch” Brand_ Pressure 
= sensitive ‘Tapes, “‘Scotch’’ Sound Recording Tape, “‘Underseal 
. : . 7 . Rubberized Coatir Safety-Walk” Non-slip Surf 
COMPARE THE COST and see why advertisers are calling THE Abrasives, "3M" Adhesives, General E xport: Minn. Mining & Mfg 
STANT y QIICOCRae ~ 6 ° > 8 F ee ' Co. International Division 270 Park Ave., N. Y. 17, N. Y. In Can 
SIGN OF SUCCESS the “best buy” in outdoor advertising! ada: Minn. Mining & Mfg. Co. of Canada, Ltd., London, Canada 














AIR CONDITIONED 


I 


i. “=r 


a " 


AMERICAN -ITALIAN Foops 
ON 13™ ST. - % BLOCK SO. BUS DEPOT. 


Illustrated signs get more interest with 
“SCOTCHLITE” Reflective Sheeting 


KEEP YOUR NAME, your trademark before the 
buying public 24 hours a day! Tell everyone who you 
are, what you're selling, with outdoor advertising 
that packs more IMPACT, more SELL than any 
other kind of sign. “SCOTCHLITE” Reflective 
Sheeting gets your message before the public—and 
keeps it there day and night—in brilliant natural 
colors that compel attention. After dark, when 
ordinary signs can’t be seen, YOUR message will 
stand out like a beacon. Trees, shrubbery and other 
signs blend into the darkened landscape, form a 
backdrop for your “SIGN OF SUCCESS”! 


Southwests 


© LIVESTOCK 
MARKET 


It’s easy to apply “SCOTCHLITE” Reflective 
Sheeting to any permanent, non-porous surface. 
Roadside signs, place-of-purchase signs, wall and 
curb signs can now be reflectorized at amazingly 
low cost through a new, simple method of apply- 
ing Transparent Colors on an overall background 
of “SCOTCHLITE” Filat-Top Sheeting. 


Your local sign plant will be glad to explain this 
simple new process, or if you prefer, write direct to 
Dept. NG81 Minnesota Mining & Mfg. Co., 
St. Paul 6, Minnesota. 


The ScoTCHL! : 
SIGN of | pefiECTIVE 


EAST SALE BARN SUCCESS SHEETING 


WOG SALE CATTLE SALE 
wer PRI, ever SAT, 
ADD NIGHT-AND-DAY BRILLIANCE to your adver- 
tising displays . . . anywhere. You’ll find the cost 
. 1c) , ,? li aw ff: ai 
DRAMATIC RESULTS are easily | FAMOUS TRADEMARKS repro- — ‘Urprisingly low! Write today for details. 
obtained. Trademarks, charac- duced in their true colors for use oe “¥ “oF A. by ge pee I cr MFG. CO 
é : : A 5 sve “ ie § ’aul 6, Minnesota, also makers of ‘“‘Scotch’’ Brand Press 
ters of any kind can be faithfully on trucks, buses, roadside and sensitive Tapes, “Scotch” Sound Recording Tape, ““Underseal 
reproduced in beautiful full-color place-of-purchase signs with spar- Rubberized Coating, ‘“‘Safety-Walk” Non-slip Surfacing, ““3M 
Sheeting looks and feels like kling “SCOTCHLITE” Reflec- Abrasives, “3M” Adhesives General Export: Minn. Mining & Mfg 
baked enamel tive Sheet . Co. International Division, 270 Park Ave » n Can 
a Ke i ive Sheeting ada: Minn. Mining & Mfg. Co. of Canada, Ltd., London, Canada 





Carton Deposits 





Standard Practice 





Presa by rising costs of mate- 
rials and labor which narrowed the 
margin of profit on soft drinks, 
Kansas City area bottlers were 
among the first to put a carton 
deposit into effect, in 1945. After 
nearly six years, the Kansas City 
bottlers have found many advan- 
tages in the practice. 

First of all, it eliminated an ex- 
pense that heretofore had come out 
of the bottlers’ profits. Since the 
cost of the cardboard carton is at 
present around 4c and the wholesale 
selling price of the six-bottle car- 
ton is approximately 20c to 28c the 
cost of the carton represents about 
14 to 20% of the selling price. 

This is important, particularly 
since the selling price of the bottled 
product has failed to follow the 
sharp rise in production costs. 

The carton deposit idea was dis- 
cussed at several meetings of the 
Kansas City Bottlers’ Association. 
It was a reluctant step, since most 
of the bottlers felt that there would 
be strong consumer resistance to 
the move. However, as costs kept 
mounting, it became a necessary 
step and the carton deposit was put 
into effect in the Kansas City area. 

Other bottlers trading in the area 
promptly followed the move by the 
bottlers’ association. 

This policy of charging carton de- 
posits has long been advecated by 
National Bottlers’ Gazette, which 
feels that this expense is an unwar- 
ranted one that merely cuts into the 
profits of the bottlers. 

A typical experience of Kansas 
City bottlers is that of the Kansas 
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In Kansas City 





No harm to sales and substantial savings 


in cost proved by six-year test. 


e =P 


A typical soft drink display in a grocery market clearly shows the price 
of the six-bottle carton and the deposit required for it. 
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City branch of the Charles E. Hires 
Co., managed by Kenneth Bangs. 

“It is as logical to charge a de- 
posit on the six-bottle carton car- 
rier, as it is to charge deposits on 
bottles and wooden cases,” asserted 
Mr. Bangs. 

“It takes extra labor and time to 
pack the 
Bangs 


six-bottle carton,” Mr. 
“The 
rate is higher, too, because the pa- 


continued. breakage 


per carton offers less protection 


than the This 
boosts the cost to the bottler, which 


4 


} 


wooden carrier. 


“It is as logical to charge a deposit 
on the cardboard carton as it is to 
charge deposits for bottles and 
cases,” says Kenneth Bangs, mana- 
ger of the Charles E. Hires Co. Kan- 
sas City branch plant. 





must in turn be passed on to the 
retailer and consumer or come out 
of the profits of the bottler.” 

In Kansas City, most bottlers an- 
nounced the three-cents increase 
through the sales crews to their 
customers—simply that the cost of 
each six-bottle carton would be in- 
creased three cents to cover the 
cost of the paper carton. 

It became a refundable deposit, 
as in the case of deposits on bottles 
or wooden cases. Although the cost 
of the cartons have risen from 3c to 
ic, Kansas City bottlers have left the 
charge at 3c, making it a 15c de- 
posit on the six bottles and carton. 

The move to apply the carton de- 
posit was made without fanfare. It 
was felt that 


through advertising media or signs 


announcements 


would arouse unnecessary consumer 

resentment. 
Whether or not carton deposits 

are charged by national bottlers, 
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depends largely on local practices. 
If competitive bottlers charge car- 
ton deposits, the larger bottlers fol- 
low suit, but if local practice is to 
avoid then the 
franchisers also absorb the carton 


carton deposits, 
cost. 

The carton deposit is included in 
the total deposit. Thus the deposit 
on bottles is 2c each, plus 3c for the 
paper carton, making a total deposit 
of 15c for the six-bottle carton. The 
deposit is chargeable at the time of 
delivery. The deposit is refunded 
when the bottles and carton are re- 
turned. 

If only the bottles are returned, 
12c is refunded and the 3c retained 
to cover the carton loss. Thus the 
retailer, or consumer has an invest- 
ment in the carton, as well as the 
bottler. 

There are other advantages to 
the carton deposits, too. When de- 
posits are not charged, customers 
often fail to return the carton to 
their retailer, and the loss of the 
carton is suffered by the bottler. 

But if a carton deposit is charged, 
the retailer as well as the consumer 
is inclined to take better care of 
the carton. This pays off in more 
trips per carton. The cartons, are 
of course, discarded when they be- 
come dirty or torn. 

Since the Kansas City bottlers 
have found that they average two 
to four trips per carton, fewer car- 
tons are needed. Not only does this 
cut out an important 
cost, but with the present and the 


production 


foreseeable paper situation, it may 


become a very important as well as 
logical step for all bottlers. 

The volume of sales through the 
popular six-bottle carton forms a 
substantial part of the total volume. 
These not only require extra time 
and labor but the danger of break- 
age is also greater. These costs nar- 
row the margin of profit to the bot- 
tlers. The deposit on the carton 
helps eliminate an unnecessary cost 
of production. 

The experiences of the Kansas 
City bottlers proves that the bot- 
tlers who avoided the deposit are 
their 


unnecessarily endangering 


own margin of profit. 


AY 


Galand V. Funk, president of the 
Bottling Co., 
Muncie, Ind., has been elected to 


Muncie Coca-Cola 
the board of directors of the Indus- 
trial Trust and Savings Bank of 
Muncie ... Leo Pickoff, son of Mr. 
and Mrs. Harry Pickoff, of the Dr. 
Pepper Bottling Co., Taylor, Texas, 
has been recalled to active service 
with the Air Corps 


M. L. Finneburgh, General Sales 
Manager, Soda Fountain Division, 
of The Liquid Carbonic Corporation, 
was recently appointed a member of 
the Commercial Food and Beverage 
Service Equipment Industry Ad- 
visory Committee to the National 
Authority ...E. J. 
Forio, vice-president of the Coca- 


Production 


Cola Company, Atlanta, has been 
appointed to the 1951 public rela- 
tions committee of the National 
Automatic Merchandising Associa- 
tion ... Fred Logan, Grapette bot- 
tler of Hattiesburg, Mississippi, has 
been elected president of the local 
Lions Club for 1951-1952. 


PEPSI PRESIDENT HONORED 

Alfred N. Steele, president of Pepsi- 
Cola Company, recently was named 
Chairman for New York of the Com- 
mission for the Commemoration of 
the 175th Anniversary of the Signing 
of the Declaration of Independence, 
by Chief Justice Fred M. Vinson, na- 
tional chairman of the Commission. 
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YOURS FOR 
THE ASKING 


this free 
booklet 


“Crown Handling and Usage,” 
Continental's newest Research 
Bulletin, should be useful to 
every bottler, brewer and packer. 
Send for your free copy today. 


There’s a wealth of information 
between the covers of “Crown 
Handling and Usage,’’ twenty- 
fourth in a series of booklets pre- 
pared by Continental’s Research 
Department. 

Written to answer requests for 
information that have come to us 
as makers of Bond Crowns, it also 
contains much additional material 
not previously available in so con- 
venient a form. 


CROWN and CORK CO. 
A subsidiary of Continental Can Company, Inc 
PLANTS 
16th and Locust Sts. 

Wilmington 99, Del. 

P.O. Box 443 
Homestead, Pa. 

3505 So. Carrollton Ave. 

New Orleans 18, La. 

4300 N. Port Washington Road 
Milwaukee, Wisc. 


Bond Crown Co. of California 
3101 E. 12th St., Los Angeles 23, Cal. 
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BOND Crown AND Conk DIVISION. 
The Research Department 
CONTINENTAL CAN COMPANY, INC. 


Bulletin No. 24 


SUBJECTS COVERED IN DETAIL INCLUDE: 


Construction of crowns: Tinplate, natural and com- 
position cork, types of binders. Storage: Cleanliness, 
choice of sites, temperature and humidity problems, 
effects of dampness. Warehousing and handling: 
Bulk stacking and palletizing, handling of cartons, 
feeding to hopper. Do’s and Don‘ts. Seven things to 
do, ten things to avoid in crown storage. 








Bond Crown & Cork Co. € 
16th and Locust Streets, Wilmington 99, Del. 


Gentlemen: Please send my free copy of Research “in tee = wr 
Bulletin No. 24, “Crown Handling and Usage.” 


tite 


Name. 








Company. 





Address. 





City and State 

















Using Surface Active Agents 
In Bottling Washing 


Chemical juggling of molecules provides new 
agents to improve bottle washing practices. 


Ix THE bottling of food grade 
products, as in all other food pro- 
cessing operations, cleanliness is an 
absolute requisite. Bottles must be 
sterile as well as scrupulously clean 
whether they are to be used for 
medicinals, beverages or for condi- 
ments. 

As is well recognized, the require- 
ments for producing clean and ster- 
ile containers are a hot washing 
solution, a good alkali compound, 
sufficient time in contact with the 
wash solution, and mechanical ac- 
tion. 

To maintain the degree of alka- 
linity and temperature at a high, 
efficient level, manufacturers of bot- 
tle washing equipment have pro- 
vided fool-proof automatic washers 
which will handle anything from 
ampules to over-size milk containers. 

In practice, the containers are 
usually soaked the required length 
of time in the hot alkaline solution 
Mechanical action is then applied by 
brushing or water pressure, some- 
times both In the soaking, loose 
and emulsifiable soil is removed, 
killed and the most 
“softened up.” The 
the last 


trace of soil. After proper rinsing, 


bacteria are 
tenacious soil is 


mechanical action removes 


a finished cleaning job is obtained 

One of the newest developments 
in recent years for this well estab 
lished business is the use of syn- 
thetic surface active agents, or sur 
factants, with alkali. Surfactants 
have received a great deal of atten 
tion. They have been the focus of 
many controversial discussions re- 
garding their properties and their 
various general fields of application. 

Long ago man learned that the 
product of wood ashes, lye and fats 


helped him to perform this funda- 
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mental and necessary function. But 
he did not know how this product, 
soap, worked. During the past 
twenty years, however, the body of 
knowledge concerning cleaning ac- 
tion (or detergency) has been grow- 
ing rapidly, although we still do not 
understand it perfectly. 

The growth of knowledge coin- 
cides with the rise of the great sur- 
factant industry. It began when 
chemists found on close examination 
that the basic job performed by 
soap was to enable water and fat to 
mix. It became apparent, too, that 
soap was doing more than one job 

We know that on a dirty bottle, 
water will stand in sharply-defined 
drops. After thorough washing the 
water will drain from the bottle in 
a smooth film. This difference is 
due to the change in the surface con- 
dition of the bottle and in the phys- 
ical character of the water. 

If the bottle was soiled with an 
oily material, the oil disappeared 


into the washing solution as infin- 


by R. E. MORSE, 
Food Technologist and 
LOUIS E. WELLS, Jr., 
Detergents Development, 
Monsanto Chemical Co. 


R. E. MORSE 





itely tiny drops. This is called emul- 
sification, and we recognize it as the 
same phenomenon encountered in 
preparing emulsions of flavoring 
oils. This combination of both wet- 
ting and emulsifying’is called de- 
tergency, the property which en- 
ables us to clean oily articles in a 
water solution. But detergency, the 
chemists found, is a highly compli- 
cated mechanism. How did soap 
accomplish it? 


Tailor-Made Agents 


Looking again, they found that 
soap was a double chemical. Its 
molecules contained an oil soluble 
portion from the animal fat and a 
water soluble portion from the al- 
kali. On mixing oil, water and soap, 
it was immediately apparent that 
the soap functioned by dissolving 
partially in the oil and partially in 
the water. Since most “dirt” is an 
oil or has an oil film, it was literally 
pulled away in the rinse water. But 
soap didn’t work equally well under 
all conditions. Why then, reasoned 
the chemists, can we not nail to- 
gether other compounds which are 
composed of oil soluble portions at- 
tached to water soluble portions to 
do certain cleaning jobs better? 

Such “tailor making” of materials 
is the foundation of the chemical 
industry, which is really a large- 
scale molecule kitchen where un- 
der carefully controlled conditions 
common materials are converted in- 
to products of higher 
greater use. 


value, of 


In the case of surfactants, the 
result of this molecule juggling has 
been astonishing. Today there are 
hundreds of types of surfactants for 
almost every condition, domestic or 
industrial. A list of such materials 
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EXTRACT CO., Inc. 
Bush Terminal Building No. 10 
Brooklyn 32, New York 
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now available would include at least 
750 names, and more are appearing 
daily. To show the rapidity with 
which this field has grown, sales 
for allsurfactants in 1949 were over 
700 million pounds as compared to 
100 million pounds in 1948. But the 
deceptive, for though 
different 


list can be 
called by 


many of the materials are identical 


trade names, 


And not all of them are detergents 
Some act simply to reduce surface 
tension. Others produce foam. Still 
others are dispersants, penetrants 
or emulsifiers 

One of the best all purpose sur- 
factants is the alkyl aryl sulfonate 
type. It possesses a unique combin- 
ation of all of the above properties 
[It functions satisfactorily in hard 
or soft water or in acid or alkaline 
solutions. It is perfectly stable to 
acid, even in concentrations up to 
10% at the boil. The same is true 


5% solution of caustic soda at 


9 


Ina 


the boil for 15 minutes. In many 


instances, however, it is not only 
desirable but necessary to combine 
other materials with this surfactant 
to produce the effects desired. 
Examples of the alkyl aryl sul- 
fonate type of detergent are given 
below, showing the trade name and 
producer : 
Product name Producer 
1. Detergent D40—Oronite Chem- 
ical Co 
Kreelon 4D 
icals Co 
Nacconal NR—National Aniline 
Allied 


Wyandotte Chem- 


Division of Chemical 
and Dye Co. 

4. Santomerse #1—Monsanto 
Chemical Co 

5. Ultrawet SK 
Co 


Atlantic Refining 


As indicated there are many other 
examples of this type detergent, the 
rest have been omitted so that the 
list can be kept to a reasonable 
length. If you have doubts about the 
others consult your regular cleaning 
supply agent and he will be able to 
furnish you with the names of some 
of the others 


In the soft drink industry, the 
turn to surfactants has not been 


spectacular. But there has been a 
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healthy, steady growth in their use. 


Naturally, the industry has not been 
willing to accept them until they 
have proved to be better or more 
cleaners. This 


seem to be a sounder attitude for 


economical would 
all concerned than the expectations 
of impossible miracles for which 
surfactants have been condemned 
when the miracles failed to appear. 

Alkyl aryl sulfonates, as a repre- 
sentative surfactant, is being more 
widely used in the bottling industry 
to obtain the desirable properties 
of soap without its limitations. 
Some of the advantages of its use, 
in combination with alkali are: 
better penetration and wetting of 
stubborn soil, increased emulsifica- 
tion of oily soils, better draining, 
resulting in lower losses of wash 
Also, 
labels are more easily removed, es- 


solution, and easier rinsing. 


pecially the troublesome aluminum 
labels 

In general, the surfactant speeds 
up the action of the alkali and gives 
a desirable cleaning safety factor, 
making a more versatile cleaning 
solution. Such a solution eliminates 
the need for time consuming adjust- 
ment of alkalinity or temperature 
to meet the problem of soil varia- 
tions on re-use bottles. 

It cannot be anticipated just what 
kind of soil the cleaning operation 
will be required to remove. It can 
vary from clays, bacteria and mold 
to dried protein, fats and dried 
syrups. Such variation, frequently 
the cause of rewashing, can be hand- 
led in a routine uniform manner 
with the help of surfactants. 

The amount of this surfactant 
employed for bottle washing varies 
between 1 and 5% on the basis of 
alkali compound used in making up 
the wash solution. The variations 
in the amount used are dependent 
on kind of washer, nature of soil 
on re-use bottle and amount of soil 
because of collection distance. 

For example, a typical formula- 
tion would be: 

100 Ibs. caustic soda or alkali 
compound 
2 Ibs. alkyl aryl sulfonate 

For heavier dirt and where foam- 

ing would not interfere with the 


operation of the machine, the fol- 
lowing formulation is used: 
100 lbs. caustic soda or alkali 
compound 
5 lbs alkyl aryl sulfonate 
A relatively new development in 
bottle washing compounds is the 
increased use of polyphosphates, 
because of their sequestering prop- 
erties, and relatively low cost. In 
addition to their sequestering prop- 
erties the polyphosphates provide 
emulsification and suspension of 
soil in solution. Two of the best, 
now being used are tetra sodium 
pyrophosphate and sodium tripoly- 
phosphate. 
A typical 
kind is: 


formulation of this 


100 Ibs. caustic soda 
10 lbs. Tetra sodium pyro- 
phosphate 
2 Ibs. alkyl ary! sulfonate 
The dairy industry, one of the 
first to recognize the advantages 
of surfactants in the difficult prob- 
lem of cleaning milk containers, has 
also benefited from the polyphos- 
phates. Because they are excellent 
sequestering agents, the polyphos- 
phates have helped 


stone deposits on containers and 


reduce milk 
equipment. Milkstone is a deposit 
of calcium and magnesium salts in 
milk. The polyphosphates have the 
faculty of solubilizing such salts 
and carrying them away in solution. 
This ability is also valuable in other 
cleaning operations where — soft 
water is required. 

The soft drink industry is find- 
ing that the surfactant can be used 
to improve its cleaning operations 
by imparting more efficient and 
economical cleaning with an added 
safety factor for a uniform, smooth 
operation. Generally, 1 to 5 pounds 
of an efficient detergent such as 
alkyl aryl sulfonate for each 100 
pounds of alkali or alkaline com- 
pound will give the desired results. 
Tetra sodium pyrophosphate and 
sodium tripolyphosphate used with 
alkaline compositions and surfac- 
tants make available to the bottling 
industry a faster, more versatile 
cleaner which in many cases is more 
economical in the long term saving 
of time and effort. 
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—that’s what Mavis Bottling of Detroit 
says, plus “Under no circumstances 
would we consider using any other 
heating method!” 


@ Here's another letter proving that SAVINGS brought 
by an Evans Automatic Heating Unit not only pay for the 
unit, but that the unit provides many other valuable bene- 
fits! Read what Mr. Stonebraker says so enthusiastically! 
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Mavis BOTTLING &© 


eS Lee 
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COMPLETELY 
AUTOMATIC! 


The Evans Unit replaces expen- 
sive, troublesome boilers. Saves 
fuel, saves time, saves labor, 
saves bottles. Pays for itself 
may times over! Write for 
descriptive literature and let us 
give you names of Evans owners 
near you. 





Manufactured by G. C. EVANS SALES COMPANY, Little Rock, Ark. 
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Getting Top Service From Tires 


Tue simple A, B, C’s of getting 
better service from tires are load, 
speed and inflation. If these factors 
are carefully checked, thousands of 
additional miles of tire service are 
within reach of. every truck oper- 
ator. 

Examine a tire scrap pile and it 
does not take long to find most of 
the causes of tire failure. Heat 
blowouts, cupped and _ irregular 
tread wear, chafed beads and many 
other conditions each tell their story 
in the scrap heap. 

Here are nine guide posts bottlers 
must watch to get longer service 
from truck tires: 

Proper tire selection 

Correct inflation 

Loading and load distribution 

Correction of mechanical irreg- 
ularities 





One of many types of uneven wear 
which may be caused by one or a 
combination of (1) worn or chipped 
wheel bearings; bearing cage or 
inner or outer race, (2) wobbly 
wheels, (3) bent or sprung axle, (4) 
excessive caster or camber, (5) faulty 
springs or worn shackle bolts. 
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It's easy and profitable to prolong tire life. 





by J. E. POWERS, Manager, 
Truck and Bus Tire Sales, 
B. F. Goodrich Co. 





Proper matching and spacing 
of duals 

Care of tubes 

Regular tire rotation 

Savings through recapping and 
repairing 

Carefui driving habits 


Inflation 


Seventy per cent of al! premature 
tire failures can be traced to im- 
proper air pressure. Some fleets 
have only 15% of their tires proper- 
ly inflated. Even with regular in- 
spections it is difficult to get this 
figure up to 75%. Why? 

Nobody takes the responsibility 
for establishing and checking air 
pressure. This condition is especial- 
ly true away from the home office. 

Many cases have been found of 
overinflation due to the mistaken 
belief that more air pressure will 
compensate for bigger loads. 

It won't. Overinflation just re- 
sults in a different kind of tire fail- 
ure usually earlier in the life of the 
tire. 

It is equally important to use ac- 
curate guages. guages 
should be checked against a master 
guage twice monthly. 

Valve caps should be screwed ‘on 
fingertight. 


Service 


Proper inflation is basic in keep- 
ing tire costs low. Determine what 
the proper pressures are for the 
operation, set up a mandatory 
schedule and suggest that someone 
be delegated the responsibility for 
doing this job. Then they should be 
provided with the proper equip- 
ment. 


Careful Driving Habits 


Some practical tire men say that 
the service a truck tire gives is 50 
per cent dependent upon the driver. 
Some progressive fleet operators 
have a program of driver training. 


Tire Records 


Here is what a tire dealer who 
knows his job will tell a bottler: 





This photo shows a tire which has 
been “cupped” by one or more of 
the listed causes. 
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If a tire record system is not be- 
ing kept, he will suggest that the 
bottler do so. It does not have to be 
elaborate. But it can help determine 
the various types as well as brands 
of tires so that the cost per mile 
may be measured. 

In most fleet operations, recap- 
ping conserves tires and saves : os ‘ 
money, but in some it does not. A ‘Tsai Cotiact 
tire record plan will tell whether or with Road 
not it saves money in any particular 
operation. 


Wear on one side of tread due to 
excessive camber. 


Most tire suppliers can furnish OVER- 
tire change tags and tire record INFLATION 
cards which are the two basic forms 





needed to set up a tire cost plan. ~ Sonn. 


Ti Tread Contact 
res with Road 


Good tubes are a necessity. Most 
truck tubes today are made of buty] 
rubber. It is by far the best mate- UNDER- 
rial for use in inner tubes. The pri- estemnees 
mary job of an inner tube is to seal 
in the air that carries the load and 
not let it seep out. Air seeps through Tread Contact 
butyl tubes only 1/10 as fast as with Road 
through crude rubber tubes. This 
lack of seepage means more uniform 











NINE GUIDES TO LONGER 
TIRE LIFE 


1— Proper tire selection 


2—Correct inflation 


Outside sidewall break. 





3—Loading and load distribution 
4—Correct mechanical irregularities 
5—Match and properly space duals 
6—Take care of tires 

7—Rotate tires regularly 

8—Recap and repair 


“a 9—Cultivate careful driving habits 


Inside sidewall break. 
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SIMPLE PROCEDURE 
FOR MOUNTING INNER TUBES CORRECTLY 


A—lInsert tube and inflate until nearly rounded out. 

B—Use a brush or cloth swab to apply a solution of neutral vegetable oil 
soap to the areas indicated in gray, including flap (see Fig. 1). Do 
not allow soap solution to run down into tire. 

C—Center valve and pull it firmly against rim. Hold in this position and 
inflate to recommended pressure. 

D—Completely deflate by removing valve core or use deflating tool. 

E—Reinflate to recommended pressure (See Fig. 2). 

F—Never allow valve of inside dual tire to touch brake drum. If it does, 
it carries heat direct to inside of tire. 

G—Also, be sure that tube and flap are properly lubricated so that they 

will not be stretched thin in the tire bead and rim region (See Fig. 3). 








air pressure, a cooler running tire 


and longer mileage. 


Flaps 


Used flaps cause tube failure un- 
less mounted on the size tire and 
rim originally used. Although end- 
less rubber flaps for trucks and 
buses are made for use with any 
one of several different tire and rim 
sizes, they must always—after they 
have once been used—be remounted 
in the same size tire and on the 
same size rim from which they have 
been removed. Also be sure that the 
tube and flap are properly lubricat- 
ed (vegetable oil, soap solution) so 
that they will not be stretched thin 
between the tire beads in the rim 
region. If this practice is not follow- 
ed, the flap may crack, cause the 
tube to be pinched, resulting in an 
expensive road delay. 


Look for cuts and bruises. 


Recapping and Repairing 


Recap when last trace of the orig- 
inal design begins to disappear in 
the center of the tread so that the 
recap can be bonded thoroughly to 
the undertread. 

Inspections should be made reg- 
ularly to determine the seriousness 
of small cuts or snagged tires. If 
these small injuries are repaired 
promptly, full service life is more 
likely to be obtained. Many of these 
carcasses can be saved by repairing 
promptly so that later on they can 
be recapped. 

Remember that tires can be made 
of the finest materials and the very 
best workmanship, but you cannot 
get out of the tires the quality that 
has been built into them if they are 
not properly maintained. 

Your tire dealer can help you in 
analyzing your requirements and 
making suggestions. 


When to recap. 





N.Y. Coca-Cola Bottling Co. 
Launches Big TV Campaign 

The Coca-Cola Bottling Co. of 
New York recently kicked off a 
mammoth summer TV advertising 
campaign for the New York metro- 
politan area. The July-August sat- 
uration campaign will cost an esti- 
mated $400,000—by far the biggest 
expenditure ever made by an inde- 
pendent bottling company in a 
single market in so short a time. 

The aggressive company has a 
new copy story built around ‘“Coke’s 
A Natural” (no artificial flavoring 
or coloring), and it will plug it on 
17 TV programs every week. 

Coca-Cola calls its campaign 
“Around the Coca-Cola Six Day TV 
Clock,” because it will be on six 
days a week. 

It has two, five-day-a-week chil- 
dren’s strip shows; a_ half-hour 
show on Friday night and a one 
hour show on Saturday night. In 
addition it will have five participa- 
tions on four shows, and 13 film 
spots (one minute, -20 seconds) 
scheduled to run each week. And, 
finally, the company will run 19 
radio spots (one minute) each week. 


Canada Dry And Quaker Oats 
In Joint Promotion 


A “natural” in food and bever- 


age tie-in promotions is underway 
between Canada Dry and_ the 
Quaker Oats Company, with both 
companies featuring the combina- 
tion of Ginger Ale and Oatmeal 
Cookies under the joint 
“Swell Summer Snack.” 


slogan, 


Store displays in both the cereal 
and the beverage departments will 
feature the two items as a team. 
Previous related-item promotions 
have always resulted in greater 
sales of both products, and the par- 
ticipating expect the 
current campaign to go over even 
better. 


companies 


Advertising support is to in- 
clude the use of Canada Dry’s TV 
show Super Circus, Quaker’s Gab- 
by Hayes show on TV, color ads 
in Parade and This Week maga- 
zines, dealer mats and a wide as- 
sortment of display material. 
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REPnesentind 
peck 8 cO 
OL? 


GEORGE “ALPH BURR 


Dalles, Taxes 
my 9, 1952 





I would greatly appreciete peering from you on your re- 
action to the four flevors our Indienepolis plent sent 40™n 
to you t= weeks eg°- These were deve lope4 especially for 
, act feel sure thet they should do © good job. 


I elec asked the office to mupply you with o ary suger 
forma, throw for o 12 08 pottle, end 
preekéows using should there be eny 
please let me know. 
If and in the event 
would you 6 


@ gree 
have the equipment, the organisation en 
éo this type of ganufecturing OD SPECIAL FO! 
I know of BO one I would rather serve thad your plants. 


Gincerely, 


Makers of Quality " ” 
INDIANAPOLIS 7, IND ality Superb" Flavors 


SANTA ANA, CALIF, 
August, 1951 
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BEVERAGE QUALITY 





how OAKITE 
COMPOSITION No. 6 


lubricates and cleans 
conveyor chains better 
while they work! 


3 booklets to help cut 


your cleaning time and costs 


More production through less downtime .. . higher 
profits through lower cleaning costs: that’s the clean- 
ing program you get in these three booklets: 


SAFEGUARDING BEVERAGE QUALITY: Tells all 
about patented Oakite Bottle-Soak, potent germicidal 
bottle-washing material that holds up longer in so- 
lution ... cleaning and sterilizing processing equip- 
ment... descaling bottle-washers and refrigerating 
equipment ...controlling mold...cleaning floors and 
walls ...truck fleet maintenance... stripping paint. 


OAKITE COMPOSITION No. 6: Tells how this wet- 
soap lubricant improves conveyor “slip” ... minimizes 
bottle breaking and chipping ... reduces drag on 
motors and cuts power costs ...ends bottom-of-bottle 
grime rings ... cleans while it lubricates. 


Technical Service Representatives Located in Hrincipal Cities of United States and Canada 


OAKITE STEAM-DETERGENT CLEANING: Tells how 
Oakite Steam-Guns save time, help prolong equipment 
life by eliminating hand scraping, scrubbing and 
brushing ... cut overhead by their wide range of uses 
—bottlers, fillers, labelers, conveyors, loaders, bottle 
cases, floors, walls, ceilings ... step up production by 
cutting cleaning time in half. 


Booklets—one or all of them—yours for the asking. 
Call your Oakite Technical Service Representative. 
Or write. 


OAKITE PRODUCTS, INC., 
Tl Thames Street, NEW YORK 6,N. Y. 


yariZeo INDUSTRIAL Cleg 
Cc 


4 7 ct 


METHODS * ° 
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Mo exncenc black clouds rumbled 
in the skies northeast of Olney, 
Texas, on the afternoon of May 
18th. Suddenly, a huge funnel gath- 
ered and at 3:45 P.M. roared into 
the community of some 5,000 per- 
sons. The raging wind cut a swath 
two blocks wide and more than a 
mile long through the residential 
and business area, leaving death 
and destruction in its wake. Two 
persons were instantly killed, 25 
hospitalized, while more than 100 
were injured. The final tally of 
damage by Red revealed 
54 buildings destroyed, 71 sustain- 


Cross 


ing major damage, 60 suffering 
minor damage while 70 were su- 
perficially damaged. 

The instant the tornado abated, 
Mayor Emmett C. Hallman, vet- 
eran Dr. Pepper bottler at Olney, 
took action. After a swift survey 
of the damage he raced to the 
nearest phone and called the Red 
Cross at Wichita Falls for help. 
Then he called the local civil de- 
fense and National Guard units 
into action. Setting up emergency 
headquarters at city hall, Mayor 
Hallman made immediate plans 
for a feeding and shelter center 
and began mobilizing the city’s re- 
sources to cope with the emer- 
period. As Jeff Shemwell, 
Red Cross disaster field represen- 


gency 


tative from St. Louis, puts it: 
“Mayor Hallman took swift, posi- 
tive action and set the pace for 
the entire community. His sound 
decisions, keen organizational abil- 
for his 


ity and intense concern 
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Mayor E. C. Hallman, of Olney, Tex., veteran Dr. Pepper bottler, inspects 
the salvaging and reconstruction work now under way in his town. He 
has been officially commended for his “untiring efforts on behalf of his 


fellow man.” 





citizens 
proved an inspiration to all.” 
Within an hour after the dis- 
aster, Red Cross canteen workers 
and First Wichita 
Falls arrived and their 
emergency duties, joining with 
hundreds of other volunteers in 
coping with the immediate relief 
needs. Mayor Hallman designated 
the American Red Cross as the of- 


community and_ fellow 


Aiders from 


began 


ficial disaster relief agency and 
worked in close cooperation with 
disaster experts rushed to Olney 
from the organization’s St. Louis 
headquarters. He saw that office 
space was provided at the City 
hall, worked closely with the Red 
Cross feeding center which oper- 
ated until June 2nd and served 
1,589 hot meals, offered valuable 
advice and assistance in launching 
the long-range rehabilitation pro- 
gram, and generally cooperated in 
every way to expedite emergency 
and relief efforts. 


Still Helping 


Today, weeks after that fateful 
day, Mayor Hallman is still devot- 


ing many hours daily toward help- 
ing the re-establish 
itself. He is also showing keen in- 
terest in the Red Cross rehabilita- 
tion program whereby the 119 
families and individuals registered 


community 


will receive assistance in the form 
of reconstruction, repair, new fur- 
niture, household supplies and 
other essentials which cannot be 
met by family resources or insur- 
ance. This program, for the first 
20 cases, has cost almost $20,000 
and is an outright gift by the 
American people through their Red 
Cross. 

Mr. Shemwell, who has handled 
many disaster operations, com- 
mended the people of Olney for 
their interest and outstanding co- 
operation in helping to carry out 
the rehabilitation program. As for 
Mayor Hallman, Mr. Shemwell de- 
clared: “Words cannot pay ade- 
quate tribute to this gentleman 
who set a truly fine example for 
the entire community, and whose 
untiring efforts on behalf of his 
fellow man are deserving of high- 
est praise and recognition.” 
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HANDLING and 
rr EPENDABLTY.. get a 


an 
GE truck 


No need to tell you that you need an easy-to-handle truck 
that will give you low-cost service day in and day out. 


” 
How Dodge trucks are “Job-Rated 
That means a Dodge ‘‘-Job-Rated”’ truck—factory-engineered for the hottling industry 
for multiple-stop bottle deliveries. 
A Dodge “Job-Rated” truck is engineered 
at the factory to fit a specific job... 
save you money . . . last longer. 


Thanks to new worm-and-roller steering gears on most 
models and new shorter turning diameters—plus such proved 
advantages as shorter wheelbases, cross-steering and wide 
front tread—Dodge ‘‘-Job-Rated’’ trucks are far easier to 


Every unit from engine to rear axle is 
handle in traffic and maneuver in tight places. In addition, 


“Job-Rated” — factory-engineered to haul 


" = and at the speeds you require. 
New Dodge trucks are ‘“Job-Rated’’ to give you greater 


dependability. Two of the many reasons are new moisture- 
proof ignition and new high-torque capacity starting motor— 
both designed for dependable bad-weather starting. 


Every unit that SUPPORTS the load — 
frame, axles, springs, wheels, tires, and 
others—is engineered right to provide the 
You owe it to yourself to see the new Dodge ‘‘Job-Rated” strength and capacity needed. 

. (a , as , > »a le i ! H 
trucks. Visit your nearby Dodge dealer soon! Every unit that MOVES the load—engine, 


clutch, transmission, propeller shaft, rear 
axle, and others—is engineered right to 
meet a particular operating condition. 


1 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 

engines are ‘‘Job-Rated” for up to 20°; greater power. a specific load over the roads you travel 
| 
| 
| 
| 
| 
| 
| 
| 
| 
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J0b-Rolad' TRUCKS DO THE MOST FOR YOU 
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qs the highly competitive soft 
drink market, we believe that in a 
sense we have nothing to sell but 
service. Our product is good, but so 
is the product of the competition 
which is competitively priced. Their 
salesmen are employed to place 
their merchandise in a key location 
in retail outlets. It is my belief that 
the choice between our product or 
theirs being given good, promotion- 
al high-traffic location is through 
the service which we are prepared 
to give in handling the account,” 
Moree, 
manager, of City Bottlers, Inc., Se- 


comments’ Larry owner- 
attle, Washington. The foremat of 
operation with. this firm is, there- 
fore, on the basis of offering that 
“something extra” in the form of 
service. 

The greatest single factor in ad- 
ditional service is the program for 
making emergency trips to satisfy 
shortages. Each individual trip will 
not be justified through the busi- 
ness conducted, but it pays lavish 
dividends in customer satisfaction 
and good will. It assures the firm 
salesman a cordial welcome if the 
firm has pulled the customer “out 
of a hole.” 

Another concrete service is built 
statistical fact that 


business men object to excessive 


around the 


time consumed in making purchases 
and dealing with salesmen entering 
the store. They are busy and a too- 
involved contact proves irritating, 
rather than beneficial. Recognizing 
this fact, Mr. Moree is developing 
a program whereby the salesman 
completes the order forms. The de- 
livery man under the old system 
was frequently asked to wait until 
the owner or manager was free. 
With the newly inaugurated plan, 
the delivery man enters the store, 
ascertains its needs and prepares 
the order. He then obtains the man- 
ager’s signature and places all nec- 
essary merchandise in stock. Natu- 
rally, under this program, the de- 


August, 1951 


“Extra” 
Builds 


Service 
Volume 


Larry Moree, owner-manager of City Bottlers, knows every phase of his 
business, but wisely concentrates on increasing sales by looking after 


his dealers’ interests. 





Personal attention to dealers’ 


livery man must not overstock. For 
the customer’s protection in selling 
the program, City Bottlers assume 
full responsibility for any over- 
stocking. Merchandise is taken back 
when necessary. This represents a 
true service. From the company’s 
viewpoint, it is a desirable plan. 
With 
able to make intelligent estimates, 


properly trained routemen 
the firm rarely has merchandise re- 
turned. The true value is that it 
renders it almost impossible for a 
company offering a comparable 
product to make sales in any of 
these stores. 

These services are in addition to 
those generally given customers in 
the solicitation of business. 

Mr. Moree has found a profitable 
way of keeping overhead low while 
increasing his sales. A group of 


needs proves sales-builder. 


men, called good will ambassadors, 
are continually working for the 
firm. These are men who are regu- 
larly employed in other fields and 
solicit business for the firm on a 
part-time basis. Remuneration is 
in the form of a commission for all 
sales made. This plan applies par- 
ticularly to men working aboard 
from Seattle to 
Alaska. Without conventional sell- 
ing methods, they are able to con- 


ships travelling 


tact supply men and increase stock- 
ing of City Bottlers’ products. 
When in Alaska they visit firms and 
actually take orders for merchan- 
dise to be delivered via boat. Mr. 
Moree is careful in his choice of 
good will ambassadors. They must 
in each instance be men who will 
reflect credit on the firm. Adver- 
tising for personnel of this type is 
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Tow MoToR has worked out a new “formula” that treats the most delicate 
bottle as gently as a baby—and in 50-case lots at a single move! 

The new Towmotor Hydraulic Bottle Case Clamp, combined with 
Towmotor Mass Handling, safely speeds handling of 1200-bottle loads — 
with breakage eliminated. In one operation alone, loading trucks, Tow- 
motor reduced handling time from 3 hours to 5 minutes. 

In warehouses, too, cases of bottled goods and raw materials are stacked 
swiftly and easily right up to the ceiling . . . with absolute SAFETY 
the Towmotor way! 

The Bottle Case Clamp, actuated by a 2-way hydraulic cylinder, firmly 
clamps cases into a compact load. In one of America’s largest soft drink 
bottling plants, breakage from handling was reduced from thousands 
of cases annually to less than one full case a year. 

For complete details on cost-saying. Towmotor efficiency, write Tow- 
motor Corporation, Diy. 63, 1226 East 152nd Street, Cleveland 10, Ohio. 


TOWMOTOR 


THE ONE-MAN-GANG 4TH NATIONAL 


FORK LIFT TRUCKS -EXPOSITION: 
and TRACTORS Ampnitmcarae APRIL » MAY 4 
ie 1951 


RECEIVING © PROCESSING © STORAGE @ DISTRIBUTION 
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never done. Placement is through 
personal contact. It is a lucrative, 
part time pursuit for these men; 
excellent business for the firm. 

The friendly, cooperative attitude 
of Mr. Moree with other soft drink 
bottlers pays dividends in increased 
business. An informal, cooperative 
plan has been established with other 
bottlers producing non-conflicting 
drinks. A representative of City 
Bottlers may in the course of his 
activity contact a new store or visit 
a firm which has never previously 
stocked soft drinks. In addition to 
making a sale for products bottled 
by his firm, he contacts others sales 
men and “tips them off” to a new 
outlet. This is on a reciprocal basis 
and pays the cooperating firms in 
increased business. 

Beverages bottled are the full 
“Wonder” line with the standard- 
ized bottles employed. The two com 
pany trucks; billboards and all ad- 
vertising stresses the color combin- 
ation and theme for “Wonder” 
products. 

With the introduction of the 
‘Wonder’ line this Spring, on an 
exclusive basis, a large promotion 
was planned. While direct mail was 
chosen for the basic theme, news- 
paper and billboards were included 
for coordinated treatment. Inexpen- 
sively printed penny post cards 
were purchased and mailed on the 
basis of purchased lists. A free bot- 
tle was offered to the card recipient. 
The cost of the promotion was pro- 
rated with the parent organization 
minimizing the expense to City 
Bottlers, Inc 

Mr. Moree assumed operation of 
City Bottlers, Inc. in November, 
1950. Equipment in the 40 x 100’ 
building includes : 

Miller Hydro soaker; capacity 
110 cases per hour; Red Diamond 
12 spout filler; 300 gallon Liquid 
Magic carbonator; various pieces 
of small equipment. Plant capacity 
is 110 cases per hour. 

The vast increase in business 
achieved since Mr. Moree assumed 
control has resulted in the expecta- 
tion of rapid expansion with in- 
creased facilities to satisfy the de 


mand 
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if +5 BRAND PRESTIGE 
you wat... 
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if if EASIER SALES you wanr.. 


You can't go wrong in choosing 
— the containers that are today’s fa- 
=— 
| | 


vorites in the industry..Glenshaw Color- 
Print Bottles . . . they're the last 


word in sales promotion. 


é 
- GLENSHAW you want 


(OLOR-PRINTS 


CP 27 


Glenshaw Glass Company. Inc, Glenshaw, Pa. ——. 


August, 1951 $3 
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Pureco’s “Volumes of Carbonation’’ 
Visual Wall Chart 


Pure Carbonic Company 

A Division of Air Reduction Co., Inc 
60 East 42nd Street 

New York 17, N. Y. 


Please send me a free copy of revised wall chart ‘Volumes of 
Carbonation". 


Firm Name 
Signed by 
Address 
City 
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Recently revised, this free wall chart gives authen- 
tic, practical information of vital importance to car- 
bonated beverage manufacturers. 

The range of the chart has been extended to 62 
volumes — reads in standard terms of volumes at 
60° F. regardless of temperature at which bottle is 
tested — and has larger type for better readability. 
This invaluable visual guide will tell you at a glance 
exact carbonation of bottled beverage at any tem- 
perature within the range of the chart. 

To obtain your copy of this chart please fill in 
and mail the coupon. 


PurE CARBONIC COMPANY 


A Division of Air Reduction Company, Incorporated 


= —> 60 East 42nd Street 
PURECO 


New York 17, N. Y. ed 
NATION-WIDE CO» SERVICE — DISTRIBUTING 


STATIONS IN PRINCIPAL CITIES 
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Extended Bottle-washing Mileage ay.c) 
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H ERE’S a combination that can’t be beat, 
if you want the best bottle at the lowest 
possible cost. Seneca Flakes’* superior 
washing action puts muscle in the wash- 
ing solution; B. W.C. extends the life of 
the solution, so that you get the benefit of 
every bit of washing power. 


Your Wyandotte Representative or Sup- 
plier can give you facts about how this 
economy combination actually cuts alkali 
costs and rejects in half! He can show you 
in your own plant. Call him today. 





P.S. If you have a cleaning problem of 
any sort, write us for free technical in- 


formation and service. 
*Reg. U. S. Pat. Off. 


THE WYANDOTTE LINE — water conditioners: 
N.S.Q., Keego; bottle-washing alkalies: B.W.C.., 
Seneca Flakes, Chippewa Flakes, C.C.S., 721 Spe- 
cial; germicides: Steri-Chlor, Spartec; for equip- 
ment cleaning: G.L.X., SR-10, Kelvar. In fact, 
specialized products for every cleaning need. 


SENECA 
WYANDOTTE FLAKES ana 
B.W.C. 


TS ee 


PREVENT SCALE... 
AND ALKALI "DRAG-OUT" 
DRAIN FASTER AND MORE THOROUGHLY 
DISSOLVE INSTANTLY IN 
HOT OR COLD WATER 
DESTROY BACTERIA 
SOFTEN AND CONDITION THE WATER 
PREVENT RUST 
SPEED SOIL REMOVAL 
PREVENT CHAIN-DRAG 








WYANDOTTE CHEMICALS CORPORATION 
WYANDOTTE, MICHIGAN 
Service Representatives in 88 Cities 


yandotte 


REG.U.S PAT. OFF 





“Case” History... 





Be that television and canasta 


have helped re-establish the home 
as the center of entertainment, bot- 
tlers and beverage retailers who are 
alert to the possibilities are finding 
increased opportunities of selling 
by the case. 

One outstanding example of a 
beverage retailer who has done 
something about the opportunity to 
sell in case lots is Elmer Keller, a 
Milwaukee soda and beer retailer 
who has increased his business 
100% since the opening of his new 
1950. Keller 
operates a streamlined supermarket 


store in October of 


devoted entirely to beverages, and 
service Keller’s Beverage Center. 
He operates his business entirely on 
the idea of selling by the case. 
“Buy by the case” was the per- 
sistent theme in his radio, news- 


paper, and direct mail advertising 


56 


* 


‘ 7. 
a ere 2 
aera me tk tee 


Beverages of all kinds, and nothing but beverages, is the 
specialty of this supermarket in Milwaukee. Case sales are 
prompted by specially designed case display racks. 





by SIG JOHNSON, Merchandising Manager, American Partition Corp. 


during the 15 years Keller has-been 
retailing carbonated beverages and 
beer on the southwest corner of 5th 
and Center streets in Milwaukee. 
Over the years, Keller’s idea has 
paid off. However, he was certain 
that, with a little help from his sup- 
pliers and a few developments on 
his part, much more might be done 
in the way of increasing per unit 
sales, of selling by the case. He vis- 
ualized a beverage supermarket in 
which most of the floor area would 
be devoted to mass display of cases 
rather than bottles and in which 
customers could be speedily and 
conveniently served. Keller realized 
that the easier he made it for cus- 
tomers to carry home cases, the 
easier would be his selling job. 
And he saw that packaging and 
handling costs are substantially re- 
duced if the customer can be per- 


suaded to carry home larger quan- 
tities on each trip, amounting to 
wider per unit profit margins. 
Chief among the obstacles facing 
Keller in the working out of his 
idea of mass display of cases was 
the fact that the cases used by bot- 
tlers and brewers made effective 
display quite impossible. They just 
didn’t look good. “Little or no at- 
tempt was made by bottlers and 
brewers generally to consider ap- 
pearance when it came to cases,” 
recalls Keller. 

However, confident that his bot- 
tler and brewer suppliers would 
come up with necessary changes to 
Keller went 
ahead with the changes he himself 
would have to make. The introduc- 
tion by Milwaukee brewers of one- 


solve his problem, 


trip corrugated cartons was the 
first step forward in the material- 
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A Sweetheart... 


of a drink for your customers... and a 
sweetheart of a franchise for YOU! 
Easy to bottle... easy to sell... 
Delaware Punch is winning the heart 
of Americans everywhere. Write 
for details on a happy Dela- 
ware Punch two-way fran- 
chise, including popu- 
lar Household 


Delicious 


ALL 13 





C) 1950 by Delaware Punch C 


SOME DESIRABLE TERRITORIES STILL OPEN ... FOR FRANCHISE INFORMATION 


WRITE TO: woke B BALLEW N (id ASSOCIATES, One. 


A MARKETING ORGANIZATION ° SEVEN ELEVEN GULF STATES BUILDING 
DALLAS, TEXAS 


August, 1951 





LIBERTY ALWAYS “PAYS OFF’! 


FOR A WINNER EVERY TIME, GET. 
LIBERTY — “YOUR BEST BOTTLE BUY”! 


If rough handling has sent your bottle costs soaring, 
look to Liberty for your solution. Liberty's Control 

tests assure uniform quality and durabil- 
ity. Liberty's FLAME-POLISH Process insures original 
bottle appearance, increased toughness and trip- 
page. Liberty's saies-stimulating LUSTRO-COLOR 
labels give your product the eye appeal that spells 
“buy” appeal. 


f Ph ie. fe ee Ma kk ey 
ck pee i 3 A ae SR ens gee 
Sp GLASS CONTA, PL RS RE Sa: 
“CUtniyg IN Rs Vwi ATTY TZ, YALE 
re ir = oa 
ee me FLAME - POLISH 
“yyy IAA SS 


Liberty Glass. ompany 
SAPULPA, OKLAHOMA 





izing of Keller’s plans. With these 
new cases, effective, eye-pleasing 
mass display of cases could be 
accomplished. 

These were the kind of 


the host or hostess would not hesi- 


cases 


tate to have around the home where 
guests would see them. These cases 
would be neat enough to have in the 
basement recreation room, in the 
kitchen, or in the pantry. 

“The living level” has been ex- 
panded to include almost every room 
in the house these days. Coal bins 
are often a thing of the past. Mod- 
ern appliances even for the base- 
ment have been designed for neat 
appearance and there is no room in 
which to hide unsightly containers. 

These new cartons could be kept 
“on the living level.”” This step put 
Keller himself in motion. He got 
assurance of bottlers and brewers 
who were not using the new cartons 
or who were using returnable boxes 
that he would get clean cases from 
them. New partitions could be put 
in wooden boxes or multi-trip car- 
tons, to replace battered or dirty 
thus 
fresh-looking bottles with unscuffed 


ones, guaranteeing clean, 
labels and a neat appearing case on 
the inside as well as on the outside. 

With all these factors on his side, 
Keller decided now to go all the way 
towards putting his plan into oper- 
ation. He acquired additional land 
on the corner where his store stood 
and built a new, one-story, modern, 
glass-fronted, red brick store. The 
building was set back from the cor- 
ner so that cars might drive into 
a spacious parking lot from either 
5th or Center Streets. In the lot, 
and in the store, carts, custom-built 
to hold cases, stand ready for cus- 
tomer convience in getting empties 
into the store and new purchases 
out. 

Inside, Keller’s store looks very 
In the 
front center is a circular check out 
which 
handle a double line of customers. 
Here again there is evidence of 
Keller’s concern for the convenience 
of his patrons. Behind the counter, 
within easy reach of the checkers, 
is a conveyor which carries empty 


much like a super market. 


counter at employees can 
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Customers, if they wish, can make 
up assorted cases of their own choos- 
ing by selecting the flavors and 
brands displayed on this special 
rack. The beaming gentleman, by 
“coincidence”, is Sig Johnson, author 
of this article. 





cases to the basement. This speeds 
up service and conserves valuable 
display space. 

Near the check out counter, at the 
front of the store, is a large oval, 
three-tiered “island” counter on 
which are displayed bottles of soda 
in a complete range of flavors. Atop 
the counter is a conspicious sign 
which tells the customer that he can 
make up his own case of soft drinks 
and thus get the flavors he wants 
in the quantity he wants. Stacked 
alongside the counter are neat cases 
with clean, fresh interiors. 

Immediately béhind the counter 
are five double faced bins in a floor 
space of about 35 x 24 feet. This 
space, which is most of the open 
floor area, is entirely devoted to 
case display. Not only is most of the 
floor area given to case display, but 
also the picture windows which run 
the length of the store make very 
forceful impressions upon passers- 
by. 

One face or side of each bin is 
wide enough to hold two cases. The 
other face holds one. Cases are 
stacked four high in all bins. Double 
width sides accomodate 80 cases; 
single width sides, half of that. 
Thus each bin has a 120 case capac- 
ity. This adds up to a 600 case dis- 
play which in itself is certainly a 
plug for large quantity sales. 


Keller has his refrigerator at the 
very back of the store. In this way 
he keeps his emphasis on the case 
display and makes it necessary for 
patrons who want to get a small 
cold order to pass the tempting and 
conspicuous case bins. 

Elmer Keller gives much of the 
credit for his success in increasing 
per unit sales to the fact of having 
for so many years pushed cases. 
However, he says, “Our real success 
today is due to the fact that we can 
now display cases, thanks, not only 
to the switch made to one-trip car- 
tons by the major brewers, but 
also to the guarantee we have from 
other brewers and soft drink bot- 
tlers that we will get clean cases.” 
To back up his statement, Keller 
offers as evidence the many com- 
ments he has heard from house- 
wives to the effect that they patron- 
ize him even where his price is not 
the lowest because they feel they are 
getting fresh merchandise. “House- 
wives really appreciate a clean case 
that can be kept on the living level 
in the home,” says Keller. 








| like the little 

gir! next door 
An’ | was 

wond'rin’ whether 
She'd join me at 

the corner store 
In gettin 

KIST together! 


Tobe home o handy corton of 6 botties 


“WANT TO GET KIST” 


A new series of newspaper adver- 
tisements of Kist features the theme, 
“I want to get KIST in five fascinat- 
ing flavors.” Rhyming copy and a 
suggestion to take home “a handy 
carton” are other features of the new 
ads. 








Emmi fibding. 


for the Small Bottling Plant 
and the Large 





A steady, consistent flow of 
tightly and uniformly labeled 
bottles up to 80 per minute— 
that’s what you get with the 
Norton Single Labeler. Its 
simple design and rugged 
construction assure trouble- 
free performance day after 
day, year after year. 





For the plant that needs 
greater capacity there’s the 
Norton Duplex which handles 
up to 160 bottles per minute. 
It has the same smooth, gentle 
handling of bottles, the same 
ease and speed of change- 
over for different bottle sizes. 








Catalogs on the Single, the Duplex or both on request — no obligation. Write to 
NORTON COMPANY, Labeler Section, Worcester 6, Mass. 


W NORTON Bem 


AUTOMATIC LABELERS — 








& 
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PAPER MILLS 
135 So. LaSalle St., CHICAGO 3, ILL. 


PAPER MILLS © CARTON PLANTS © MORRIS, ILL.— MELROSE PARK, ILL.— MARION, IND. 
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“Deed OMe, ha vor NO 


JUST HOW SIMPLE, EASY, ECONOMICAL 
GENERAL CLEANING REALLY CAN BE”’ 
“Yes, I’ve tried them all, and experience taught me that you just 
can’t beat Diversey general cleaners for real cleaning ease, speed, 

efficiency, and economy! When the Diversey D-Man first showed 
me the amazing difference between Diversey cleaners and the 
cleaner I was then using, I could hardly believe my eyes! I always 
thought that the lowest price cleaner was the most economical to 
use, but the Diversey D-Man proved how false, how impractical 
that is! I use Diversey cleaners exclusively now...and I am getting 


better cleaning in every way... and I am saving money, too!” 


DIVERSEY 
DIVOLUXE 
D-LUXE 
DIFLEX 

CLEAN COMPLETELY 

AND AT LOW COST 


,. 2 ee Be 
POiv teiey, 


DIVERSEY 


THE DIVERSEY CORPORATION 


1820 ROSCOE STREET © CHICAGO 13, ILLINOIS 
In Canedo: The Diversey Corporation (Canada) Ltd. 


Lokeshore Road, Port Credit, Ontario. 

BRANCH OFFICES: 

412 Pork Bidg. 101 Marietta St. Bidg. 400 Frelinghuysen Ave. 216 East Tenth St. 

Cleveland 14, Ohio Atlanta 3, Georgia Newark 5, New Jersey Kansas City 6, Mo. 

daimecpolls 2, Minn ian Goncat Son Proncioee 5, Colt pee Pee 
1314 Wood Street, Dallas 1, Texas 


National Bottlers’ Gazette 





< bee rae ; 
pital Yall 














vor 
v4 


N 





Ney 
Nis TATION Grape FLA 4| 
. > 44 





There’s a certain bright sparkle and delicious richness to the 
NuGrape Soda flavor that everybody enjoys. Thirsty youngsters 
particularly go for its wholesome goodness. 


It’s a flavor with universal taste appeal... the kind of flavor that 
builds steady volume — good profits for NuGrape bottlers. 


In addition, the NuGrape Prize Incentive Sales Program is making even 
the best salesmen sell more for bottlers. It’s a sure-fire volume builder that’s 
stacking up new sales records all over the country. 


National Nu Grape 
Compuny 


' VI LTILLE Georg AYROLA CORT, LLB. AOBROWTS 





Foresight Built 
This Business 





The 60-year-old plant doesn’t look its age: it underwent a “face-lifting” 
project some months ago to give it a modern and attractive appearance. 





wt Dr. Pepper Bottling Co. of 


Dublin, Texas, is one of the oldest 
Dr. Pepper bottling plants in busi- 
ness today. The date of origin goes 
back to 1891, when the business 
was organized and founded by the 
late S. H 


his young wife, had just moved to 


Primm who, along with 


Dublin from East Texas 
Equipped with a background of 
good breeding and a determination 
to “go into business for them- 
selves,” the Primms wasted little 


time on their arrival in Dublin in 


‘\ 


The late S. H. Primm, left, estab- 
lished the Dr. Pepper Bottling Co. 
of Dublin, Tex., in 1891. It is now 
being managed by his daughter, 
right. Mrs. Grace Lyons. 
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establishing themselves in the com- 
munity. Their new business venture 
Was one of the first of its kind in 
the state. Although the pioneers 
in Dublin at the time declared 
there was little demand for soft 
drinks, Primm was of the type 
that looked ahead into the future. 
His foresight proved accurate as 
evidenced by the fact that the bus- 
iness which he founded back in 
1891 is, today, one of the most suc- 
cessful of its kind in the commu- 
nity 

The franchise area 
the Dr 


served by 
Bottling Co. of 
Erath, 
and Comanche counties; and parts 
of Eastland, Hood and 
Although Mr. 
died in September, 1946, the same 


Pepper 


Dublin includes Hamilton 
Bosque 
counties. Primm 


original territory is still being 


served with Dr. Pepper by Mrs. 
Primm and her daughter, Mrs. 
Grace Lyons, who is actively in 


charge of the business. 
Plant Modernized 


Months ago Mrs Lyons, who has 
been general manager of the com- 
pany for the past five years, de- 
cided that a building program was 
in order and set out on a face-lift- 
ing project on the plant. 





Mrs. Primm, although no longer 
active in the business, is_ still 


keenly interested and proud of 
her daughter’s success in manag- 
ing the operation. Having served 
as office secretary to her father 
for a number of years before his 
passing, Mrs. Lyons gained valu- 
able knowledge and experience 
which qualified her for the work. 
In discussing the responsibilities 
and details that surround her 
work, Mrs. Lyons frankly stated 
that she loves the business. 

Upon completion of the rebuild- 
ing program visitors were invited 
to inspect the plant, and, there is 
a welcome sign which hangs per- 
manently at the main entrance of 
the building. In the very fine news- 
paper story which appeared in the 
Stephenville Daily Empire, Erath 
County newspaper, Mrs. Lyons 
commented as follows: “We are 
proud of this country and we are 
deeply grateful for the kindly sup- 
port that has been extended to us 
over a long period of years by the 
people with whom we have been 
dealing. Our aim will be to try in 
every way possible to be good citi- 
zens, support all worthy 
and in every other way seek to 
merit the confidence that has been 
placed in us.” 


causes 
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The MEYER DUMORE installation 
at the Champaign Coca-Cola 
Bottling Co., Champaign, Ill. 





FILLING SYSTEM 


MEYER DUMORE Filler 
Counter pressure filler built 
for carbonated beverage 
industry. Crowner integral 
port of filler connected in 
one simple drive, timing of 
filling and crowner is the 
some. 


. Champaign Coca-Cola Bottling Co., of Champaign, III. 


installed a 4 bottle wide MEYER DUMORE JUNIOR 
Bottle Cleaner. 


.. Increased business supplemented by the clean bottle 
delivery of the DUMORE JUNIOR resulted in the 
installation of a 4 compartment, 8 bottle wide, MEYER 
DUMORE Bottle Cleaner. 


. Continued clean bottle delivery of the DUMORE helped 
to increase production necessitating the installation of 
a 5 compartment, 12 bottle wide, MEYER DUMORE 
Bottle Cleaner. 


. Supplementing the clean bottle delivery of the DUMORE 
a 24-8 MEYER DUMORE with MEYER Syn-Cro-Mix 
unit was installed. 


. Production increased with the uniform flavor with the 
MEYER Syn-Cro-Mix Filling unit resulted in the instal- 
lation of a 5 compartment, 16 bottle wide, MEYER 
DUMORE Bottle Cleaner. 


To put volume production on a 
more profitable basis you need 
MEYER DUMORE Bottling Equip- 


ment. Write for Bulletin S-125. 2 


GEO. J. MEYER MANUFACTURING CO. 
CUDAHY, WISCONSIN, U.S.A. 
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Unsurpassed 
QUALITY 


for Over 100 Years 





The Franchise offers 
Bottlers many important 
advantages 


Dr. Swett’s Root Beer Co. 
1931 W. 63rd St. 
Chicago 36, Illinois 


Crowning Regulations 
Simplified In California 
California Assembly Bill 3020, a 
measure sponsored by the Califor- 
nia and Nevada Manufacturers of 
Carbonated Beverages, has been 
passed by the State Legislature, 
signed by Governor Warren, and 
becomes effective this month. This 
will do away with the necessity of 
bottlers manufacturing a number 
of flavors of having private deco- 
rated crowns made for each flavor. 
The new measure greatly simpli- 
fies the State’s Health and Safety 
code, insofar as soft drinks are con- 
cerned. If a bottler does not wish 
to make use of private decorated 
crowns, he has only to file a sworn 
affidavit with the Bureau of Food 
& Drug Inspections, Department 
of Public Health, listing the name, 
trade-mark or brand of his bever- 
age, a full and complete description 
of the area of the State where the 
beverage is to be distributed, and 
the names and addresses of those 
responsible for compliance with the 
law in the bottling and distribution 
of beverages in the territory listed. 


Squirt President Bishop Gets 
Firm’s Voting Stock Control 
The Board of Directors of The 
Squirt Company has announced 
that Herbert B. Bishop, President, 
as representative of the Bishop In- 


terests, on June 27th assumed con- 
trol of 100% of the voting stock of 
the firm. In addition, the transac- 
tion makes Mr. Bishop the largest 
single stockholder of the company, 
whose headquarters are in Beverly 
Hills, California. 

Also reported at the same time 
were substantial increases in Squirt 
sales volume for the past three 
months, as well as increases in the 
number of new Squirt bottlers. 
These increases cover the period 
just preceding and during the 
company’s new _highly-competive 
“Never An After-Thirst” advertis- 
ing campaign in “Life”, “Look” 
and other national publications. 

Mr. Bishop, who was _ elected 
President in January of this year, 
was the co-founder of The Squirt 
Other officers 
and Board Members of the firm 


Company in 1937. 


are: William Jay, Vice-President; 
James M. Keefe, Secretary-Treas- 
urer; and E. J. Kitterman, Assis- 
tant-Secretary. 


Machinery Advisory Committee 
Adds Liquid Carbonic Official 
W. A. Brown Jr., Vice President 
and General Manager of The Liquid 
Carbonic Corporation, was recently 
appointed by the National Produc- 
tion Authority as a member of the 
Beverage Machinery Manufacturers 
Industry Advisory Committee. 








Se | 
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FILLING OUT THEIR FORMS 


Seven attractive young women, students at the College of the Pacific in 
Stockton. Calif., take time out from sunbathing to fill in their Dr. Pepper 
Jingle Contest entry forms. That lucky man in the photo (or hadn't you 
noticed) is Leroy Swenson, Dr. Pepper bottler in Stockton. 
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oereno on ATLAS cearirieo COLOR 


Industrv’s STRENGTH, UNIFORMITY AND BRILLIANCE 


combined with MAXIMUM SOLUBILITY are 


Standard the qualities which make Atlas Colors 
: industry's first choice. 
for 


For samples, information or special 


100 Years counsel, write us direct. 


FIRST PRODUCERS OF CERTIFIED COLORS 


OGHRSTANMM £ COMPANY Enc. 
‘ ESTABLISHED 1851 
89 PARK PLACE, NEW YORK 7 N-13 E. ILLINOIS ST, CHICAGO 11 4735 DISTRICT BLVD., LOS ANGELES 11 


ATLANTA + BALTIMORE + BOSTON DALLA ETROIT + H STON + INDIANAPOLIS * KANSAS 


NEAPC * NEW RLEANS - MAHA + PHILADELPHIA « PITTSBURGH « ST. LO 5 + SAN FRANCISC( 





POWERFUL 
ULTRA-VIOLET RAY 


»\ STERILIZER 


Cut-away view shows location 
of one of the high-intensity G. 
UVIARCS in its quartz tube. 

















The AquaMatic UV Sterilizer gives that final finishing 
touch which is the ultimate in producing perfect bever- 
age water. Its mercury vapor lamps provide a high ger- 
micidal killing power without imparting any tastes or 
odors to the water. The unit operates efficiently and de- 
pendably. and requires minimum upkeep. For full de- 
scription, write for “Final Sterilizing of Beverage Waters”. 


For Better Water Use The “gaa atic Line 
—( Write for this Descriptive Catalog 


ae Details on the complete line of AquaMatic 
PP =~ 


products are covered in the 20-page catalog 


<—— ‘Water Treating Equipment’’. Write us for 
a copy. or ask your ‘Liquid’ representative. 


AUTOMATI PUMP & SOFTENER 


CORPORATION 
2412 GRANT AVENUE, ROCKFORD, ILLINOIS 


Ma 4 Db L i a bv. © as 














Popular... Fast Selling 


New Yorker Ginger Ale 


No better product no higher 
value. Universally enjoyed. Franchises 
open in some areas. 


SMOOTH 


JO-JO and 
SWANEE 


Chocolate 
FAMOUS MONARCH NAMES 
@ Cascade 
@ Esquire 
@ Town Hal! 


Rich . delicious . 
@ Escort highly satisfying. Add 
@ Mingo them to your line. 


@ Old Harvest 
BOB'S-COLA CO., 
POPULAR SWANEE FLAVORS INC 
@ Orange @ Lemon 
@ Grape @ Lime 
@ Cream Soda @ Strawberry 


P.O. Box 68, Station A 
Atlanta, Ga 











For further information write 


MONARCH MFG. CO. 
P.O. Box 68, Station A Atlanta, Ga. 











BROMINATED VEGETABLE OILS 


HIGH AND LOW GRAVITIES 


For Making Ringless Cloudy Emulsions of Orange, 
Lemon, Lime, Pineapple, Etc. 





KOLA CONCENTRATE #4382 
Va oz. to 1 Gal. of Syrup 
Superior Flavor 
Samples and Prices on Request 


DOMINION PRODUCTS, INC. 


10-40 44th DRIVE L. 1. CITY 1, N. Y. 














PRICE ORDER ... 


(Continued from page 21) 





adding to it 16 cents so long as your new ceiling price is not 
higher than 96 cents a case. 

Thus for example: If your ceiling price is 75 cents a case, you 
may increase your ceiling price to 91 cents. But, if your ceiling 
price is 84 cents, you may increase it only to 96 cents. 

Sec. 5. Pricing by retailers. (a) Hf you sell soft drinks at retail 
and your supplier, after the effective date of this regulation, 
24 bottles 


of any soft drink, or increase his price to you by 16 cents for a 


charges you at the rate of 96 cents or more for a case of 
case of that size, and your ceiling price is less than 6 cents you may 
increase your ceiling price to 6 cents for a bottle of that drink 

th) If your ceiling price prior to the issuance of this regulation 
is hve cents for a bottle of a particular soft drink and (1) your 
supplier now increases his price to you by at least eight cents but 
less than 16 cents for a case, or (2) your supplier's price to you 
now is at least 88 cents for a case, you may, despite the provisions 
of section 9 of the General Ceiling Price Regulation, discontinue 
any practice you may now have of selling the soft drink involved at 
a special price to those who purchase more than one bottle at 
a time 

Sec. 6. Notice of ceiling price increases. Any ceiling price you 
establish under section 4 of this supplementary regulation will not 
become effective until after you have sent a notice to the Dierctor 
of Price Stabilization, Washington 25, D. C., by registered mail, 
setting forth the proposed ceiling price and data showing that that 
price is authorized under the provisions of this regulation. 

Sec. 7. Bottle deposit charges. (a) If you are a manufacturer of 
soft drinks in bottles of any size, you may increase your deposit 
charges to an amount equal to, but not more than, your average 
current replacement cost for the type of bottle involved. You may. 
however, round off to the nearest higher cent a fraction of one 
half cent or more in any deposit charge increased under this 
section. 

(b) Tf you are a seller of soft drinks and your supplier has, 
pursuant to paragr iph (a) of this section, increased his bottle 
deposit charge to you, you may increase your deposit charge to 
your purchasers in the same dollars and cents amount as your 
supplier has increased his charge to vou. 

Sec. 8 Continued applicability of General Ceiling Price Regu 
lation. All provisions of the General Ceiling Price Regulation, ex 
cept as modified by this supplementary regulation, continue to 
apply to you even though vou may be one of the sellers who are 
authorized under this regulation to increase their ceiling prices 
The only sections of the General Ceiling Price Regulation which 
are in any sense moditied by this regulation are sections 3, 4, 5, 
6, and 7 

Sec. 9. How to take account of taxes, If your ceiling price 
otherwise established under the General Ceiling Price Regulation 
includes any State or local excise, sale or other tax which attaches 
to soft drinks or to their individual sale, you may for purposes of 
determining whether you are entitled to one of the ceiling prices 
authorized under section 4 or 5 of this supplementary regulation, 
re-add the 


amount of the tax to your new ceiling price if you are entitled to 


ignore the amount of the tax. You may, however, then 


one. Whenever such a tax is decreased, you must from the effec 
tive date of the decrease, reduce your ceiling price by the amount 
of the decrease. The provisions of this section are in addition to 
those contained in section 20 of the General Ceiling Price Reg 
ulation 

Effective date. This reg 


gulation shall become effective July 28. 
1951 
Nott The record-keeping and reporting requirements of this 
regulation have been approved by the Bureau of the Budget in 
awecordance with the Federal Reports Act of 1942 
Micuar. V. DiSatie, 


Director of Price Stabilization 
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Has No Equal Anywhere 


No matter where you look .. . no matter how much you pay... you 
will not find a better bottle washer than Miller Hydro. The famous 
Miller Hydro Bottle Washer is designed and produced by experts who 


have been serving bottlers for 37 years. Fine materials . . . outstand- 
ing design .. . and skilled workmanship combine in Miller Hydro 


equipment to give you superior performance. 


Write for Information and Prices! 





MILLER HYDRO CO. 


fanupactarenrs of MILLER HYORO BOTTLE WASHERS © MILLER CASE PACKERS gems , Satabridge. ie 
“om ape oa CONVEYORS @ MILLER KENDALL MIXERS + MILLER INSPECTION (: : 
BOXES © MILLER FLUORESCENT INSPECTORS © MILLER ACCUMULATOR TABLES \“REBIZ/ == **5" $85" Jouy MULHERN CO. » 


an 
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How To Hold Your Personnel 


Steady year ‘round employment insures contented 


employees—and you save money in the long run! 


Tur fact that plant employees 
are switched to other duties, but 
paid at the same rate whenever 
market conditions make it unneces- 
sary to operate the bottling lines 
it full output, is a policy which has 
insured loyalty and eliminated per- 
sonnel turnover for Big Chief Bot- 
tling Company, 45-year-old bottling 
business of Denver, Colorado. 

Jack Duffy, who with his grand- 
father, Geo. Finkbeiner, one of the 
original pioneers of the Colorado 
industry, operates the plant, feels 
that it is far more expensive to lay 
off employees and train new per- 
sonnel in the event the veterans do 
not return, than to trim the usual 
payroll cost. “Seasonal layoffs can 
be a costly mistake on the bottler’s 
“For if the 
should run into other 


part,” he indicated. 
employee 
work for which he finds a liking, and 
which he feels offers more oppor- 
tunity for advancement, etc., the 


LOYALTY PERSONIFIED 


chances are that he will not come 
back. 


actually the most costly aspect of 


Training a replacement is 


personnel management, and there- 
fore, even if low-market conditions 
extend over a considerable period 
of time, we feel that we are better 
off to keep every man active on the 
payroll.” 

Thus, Big Chief Bottling Com- 
pany, which recently moved into a 
new fireproof structure at 9th and 
Larimer Streets, near the downtown 
Denver district, sees to it that every 
employee is “kept working”. During 
the winter slow season, or other 
periods of the year, if necessary, 
regular plant employees are taken 
off bottling production, and put to 
work on such projects as repainting 
of executive offices, the bottling 
room, storage areas, truck repairs, 
installation of new pipe, wiring, 
etc. ‘“‘We have even had the entire 
staff busy pouring cement, for a 


Jack Duffy. left. watches his grandfather, George Finkbeiner, hand a pay- 
roll check to Ernest Nicholas, who has been an employee of the company 


for 40 years. 





new driveway platform,” Mr. Duffy 
smiled. “All of our veteran em- 
ployees are reasonably handy with 
work of this nature, with the re- 
sult that we can carry out most of 
our remodeling operations and plant 
improvement steps with our own 
personnel.” 

Through carefully spreading out 
this “extra work” over the entire 
year, and if necd be, actually 
“creating work” to keep the staff on 
the job, Big Chief Bottling Com- 
pany employees lose only a few 
days of paid work per year each 
in most cases, never more than a 
total of 10 days. “This is over and 
above sick leave, vacation time, etc., 
of course,” Mr. Duffy said. “To 
insure that there is plenty of work 
to be distributed among the staff, 
we regularly solicit all personnel to 
recommend improvements in the 
plant, for the purpose.” 

How has this investment paid 
off? The real proof of its efficacy, 
Mr. Duffy pointed out, is the fact 
that on Big Chief Bottling Com- 
pany’s staff is one man who has 
spent over 40 years with the firm, 
a salesman who has been on the 
staff for 18 years, a bottling fore- 
man with 15 years on the job, and 
employees in other positions, with 
records of 10 years or more with 
the firm. Naturally, driver turn- 
over is a separate problem, and to 
date, it has been difficult to prevent 
the changes in driver personnel, 
which average a new replacement 
every two years. Nevertheless, man 
for man, Big Chief Bottling Com- 
pany has perhaps the most loyal 
plant employee staff in the western 
soft drink industry. 

Incidentally, a chart is kept 
Duffy’s wall, on 
which the total paid work-hours for 
each employee of the plant are regu- 
larly posted. Thus, whenever there 
is only a small bit of “extra work” 
maintain the staff, 
whichever employee has had the 
smallest 


posted on Mr. 


available to 


number of paid work- 


hours, “‘gets the job! 
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THE RIGHT CORK FOR YOUR LINERS 


To most people all cork is the same. It all comes 
from the bark of a particular kind of oak tree grown 
only in a small area near the western part of the 
Mediterranean Sea. Actually, however, these trees 
produce many different qualities of cork, and it 
takes just the right kind to make good crown liners. 

Some cork is too soft for crown liners, and, as 
a result, it doesn’t have enough resilience to make 
a tight, long-lasting seal with the glass. Other 
grades of cork are too hard and won’t compress 
enough to give the tight seal you must have to 
protect your beverage. 

Knowing the right grade of cork for crown liners, 
and getting a dependable source of supply, is not 
easy. That’s why Armstrong established its own 


large purchasing organization overseas years ago. 
Today, there are hundreds of Armstrong people 
who know cork and know how it is used, spending 
their entire time inspecting cork in Portugal, Spain, 
and Morocco. Every day they are selecting just the 
right kind of cork for crown liners and the hundreds 
of other cork products made by Armstrong. 

The skill of these men, coupled with 91 years 
of Armstrong’s experience in manufacturing cork 
closures, is your assurance of the best protection for 
your beverage when you buy Armstrong’s Hi-Speed 
Crowns. For further information, contact your 
nearest Armstrong representative 
or write Armstrong Cork Co., 6308 
Prince Street, Lancaster, Penna. 








) ROUTEMAN’S PRIMER--No. 2 


How To Succeed In Selling 


sé LASS in salesmanship recent- 


ly was asked this question: “What's 
the one big thing in selling; what 
is it that wins success in sales and 
sale speople ?” 

Many 


brought out, but the main one end 


interesting points were 


ed up, “You've got to satisfy the 
customer.” Do that well and the 
customer will not only buy today 
but probably will increase in volume 

and send some friends your 
way, too 

Customers form ripples on the 
business waters. The ripples spread 
in all directions, whether they’re 
good or whether they're bad. You 
an't control their destination but 
you can control their desirability. 

Of course it is difficult to satisfy 
some customers. If it were easy, 
then the rewards for being able to 
do it wouldn't be so great. 

Some bottlers today seem to be 
going on the assumption that both 
dealers and the consuming public 
have lots of money to spend and 


s burning their fingers, so it 
doesn’t make any difference whether 
they spend it wisely or not. That’s 
a short-sighted policy. If you want 
to last, it pays to help people plan 
their purchases intelligently. 

Too many office and route people 
clerks or 
order-takers. They are not willing 


ire willing to remain 
to buckle down and do the things 
necessary to get into the top 
brackets, developing their abilities 


to satisfy prospects and customers 


Understand Human Nature 


It takes some pep and personal- 
ity to make friends and influence 
customers. There is no patent or 


monopoly on such traits—just go 


72 


to work on them. Study your pros 
pects and customers, also their 
trade and their community, as well 
as your merchandise. Analyze what 
both dealers and consumers like 
and what they want; try to under 
stand human nature and what 
makes people buy. 

Selling carbonated beverages is 
not as difficult as some other lines 
Advertising of various types con 
stantly cover leading sales points 
and help boost the demand for your 
products. So much for the consum 
ing public 

What about Mr. 


tailer? He has certain 


Average Re- 
needs or 
wants, perhaps certain problems, 
and most of these center around 
ways to do more business and make 
more money. This is the target for 
you. Here’s where the trained sales- 
man does his stuff... he builds up 
his dealers’ volume and confidence 
by rendering expert assistance and 
being really helpful. 

As one teacher explains it: “Buy- 
ing is a process of thinking in more 
or less orderly steps leading to ac- 
tion. Selling may be considered in 
a similar light—helping to uncover 
and meet the needs and wants of 
customers, leading them to a wise 
decision.” 

Many salespeople suffer from 
lack of training. One young fellow 
recently said, ‘The boss showed me 
how to cover my route, told me 
when to come to work and when to 
quit, but very little about what to 
do between those hours except in 
general I was to call on the trade.” 

Such a careless way of starting 
out makes every beginner’ take 
longer to learn the business, and 
prevents many from ever achieving 
their full capabilities, regardless of 


how long they work at it. Mean 
while, some of the best ones drift 
away into other lines where the 
duties are more clearly defined or 
they think conditions will be better 

Not every bottling plant follows 
the same pattern, but there are 
four major phases in the job of sell 


Ing: 


A—Your Job With Your 
Customers 


1. Be 


tomer with a smile, even when you 


friendly— greet each cus- 
don’t feel like it. Try to remember 
names and faces; everybody likes 
to be remembered and greeted cor- 
dially—it makes them feel impor- 
tant. Be cheerful as well as cour- 
teous—always; impart a feeling of 
good cheer. 

2. Help everybody buy the goods 
and the quantities best suited to 
their needs; this is important, it 
not only rings the cash register to- 
day but builds regular patronage 
for tomorrow. 

3. Suggest 


additional displays 


Objections and competition can be 
mastered by superior know-how. 
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Looking for a Sure Fire Orange? 


\ 


bo 


“Sun Glow Orange 


Here is an Orange drink that has been giving 


1 
bottlers a new appreciation of orange sales pos- fo a 2 a | | 0 n 


sibilities—its clean satisfying fruity taste is going 
over big everywhere. ENOUGH TO MAKE 


35 CASES 
Judge for Yourself! 
Liquid is so sure you'll like Sun Glow Orange— JUST PIN A 
that we'd like you to try a half gallon at our DOLLAR BILL 
expense —just pin a dollar bill to the coupon— HERE 
to cover cost of packing and shipping. 


Try it with your trade—find out from your own apni < renee cs 
customers that you have “something special” in 

Sua Glow Orsace The Liquid Carbonic Corporation 
: ax range. 3100 South Kedzie Avenue, 


>: —— Chicago 23, Illinois 
Fill out the coupon and mail it today. 


| Attached is $1.00. Rush % gallon trial of 
LIQUID RED DIAMOND EXTRACTS | Red Diamond Sun Glow Orange Beverage Base 
Almond, Banana, Lime, 
Birch Beer Lime-Lemon, | Name Position 
Cherry, Z _ Orange, 
Chocolate, / / Peach, 
Cream Soda, : 4 Pineapple, 
Ginger Ale, S l . Raspberry, 
Grape, Root Beer, | 
Grapefruit, Strawberry 
Lemon, and Vanilla. | 


Company 
Address 


City_ Zone__ State 


THE LIQUID CARBONIC CORPORATION 
3100 SOUTH KEDZIE AVENUE . CHICAGO 23, ILLINOIS 


August, 1951 





and merchandising methods to keep 
your lines ahead of competition. 
Avoid long-winded sales talks when 
your customers are busy, but al- 
ways be alert for ways to help them 
increase their sales and your own. 

1. Thank 


patronage and show them you ap- 


customers for their 


preciate it. This may get pretty old 
ind tiresome to you but, it is not 
o!| stuff to customers. Use often 


ch terms as “thank you, we ap- 


preciate your business, we hope this 
will increase your profits.” 


B—Your Job With Your Employer 


1. You were hired—probably in 


competition with others—because 
you seemed to have what it takes. 
Now handle your duties according- 
ly. Too many people these days are 
trying to get as much as they can 
for doing as little as they can. The 


surest way to get ahead is to doa 


FOR SPARKLING 
CLEAN BOTTLES- 


No Specks 
No Spots 


No Dulling Film 


fe 


No specks 


AL SS 


ANCHOR 
ALKALI 


..no spots... no dulling film— 


because ANCHOR ALKALI has special rinsing properties 


—properties that make the rinsing operation easy, 


fast and thorough. ANCHOR ALKALI leaves bottles 


glistening with cleanliness—and sterile too! 


For sparkling clean bottles . . 


. for superior rinsing— 


order Solvay ANCHOR ALKALI. 


little bit more than you have to. 

2. Aid your plant in building up 
regular customers. Volume _ spells 
extra profits and therefore should 
be a major interest. A little extra 
attention often will help dealers fea 
ture your lines instead of scatter- 
ing their business around. 


C—Your Job With Your 
Fellow Employees 

1. Be 

with them; they can help you as 


friendly and cooperative 
much as you can help them—some- 
times more. Nobody can have too 
many friends, and there is no better 
place to have them than right where 
you work. 

2. Share their joys and sorrows; 
take an interest in their problems. 
Everybody has their ups and 
downs; these are pretty strenuous 
days we're living in. So be willing 
to lend a hand and share duties. 

3. Skip fault-finding and criti- 
cizing your fellow-workers; we all 
have our faults. Encourage others 
and give them suggestions that 
will help them make good. Avoid 
the short-sighted view that this 
might undermine your own job; in- 
stead, it will strengthen it. 


D—Your Job With Yourself 


1. Show enthusiasm for your 
line and your job. This indicates 
interest and wholesome ambition. 
Crab about your job or your plant 
and you will soon develop a nega- 
tive attitude that may become a 
real handicap. 

2. Listen to suggestions from 
all sources; you can pick up many 
a good idea from other people, in- 
cluding those in entirely different 
jobs or businesses. 

3. Check up on your own progress 
frequently. Invite others to criticize 
you, your personality amd your work. 
Tell them to be perfectly frank; 
it’s better to hear such things from 
friends than from others. 

4. Try to upgrade yourself; the 
better you become, the surer or 


A sotvay Special cLEANSER 


SOLVAY SALES DIVISION 
Allied Chemical & Dye Corporation 
40 Rector Street, New York 6, N.Y 
BRANCH SALES OFFICES 


sooner you will forge ahead. George 
Bernard Shaw said, “Two things 
are of equal importance: learn and 
earn.” The future is in your hands 


w York + Philadelg buret .. . Just plan and work accordingly. 
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control 


brockway glass 


COMPANY, 'nNncoRPORAT ED 


BROCKWAY, PA. LAPEL, IND. MUSKOGEE, OKLA. 


WHATEVER YOU PACKAGE FOR SALE IN GLASS CONTAINERS ~ 


August, 1951 


The experienced touch with 
controls on our great railway 
Juggernauts is duplicated a 
thousandfold ... every hour... 
in the making of glass containers 
At Brockway...veteran person- 
nel and exclusive methods of manu- 
facture assure...from mould to finished 
product...a quality which cannot be 


surpassed. 


@ PRESCRIPTION 
e@ FOOD 
@ PROPRIETARY 
@ CARBONATED BEVERAGES 
@ PHARMACEUTICAL 
eo BEER 
UuQUOR 


. BUY BROCKWAY FOR QUALITY 
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From 





7 HINK, for a minute, of the mil- 


lions of people in this country who 
are half Your 
“half 


sold on a product 


product—any 


sold” ? 


produc t 


Because they have read in maga- 
zines or heard over the radio of its 
merits and been impressed by the 
logic of the copy, but somehow the 
impressions never crystallized in a 
ale. And for a simple reason. No 
window or 


store display ever rFe- 


peated those arguments in a com- 

pelling and dramatic form—repeti- 

tion which would have resulted in 
sale created largely by advertis- 
in other media 

That is the unique quality of 

ndow display. It is the clincher 

effect of all 


er advertising at the retail store 


medium. It focuses the 


it can readily result in a 


An executive of Coca-Cola stated 
that in his company’s carefully con- 


sidered opinion window display is 
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Getting Results 





by N. J. LEIGH, Einson-Freeman Co., Inc. 





an essential medium, the first one 


on the budget and the last one they 
would eliminate. 

Window display employs a tech- 
nique radically different from that 
of any other medium because it is 
the 80 per cent medium. 
About 80 per cent of all displays 


elective 


depend on the choice or decision of 
the retailer for their use. Until and 
unless the retailer agrees to show 
the display in his window, the ad- 
vertiser’s investment is a_ sheer 
waste. 

A growing percentage of the dis- 
plays are put up by professional 
installation companies. The average 
cost of such a display is usually 
about $2 and the cost of installation, 
averaged on a national basis, is 
about $3, making the total cost of 
a window, installed and good for at 
least a week’s showing, $5. 

Money spent for this type of win- 
dow display is not spent in an elec- 


tive medium. The advertiser pays 


only after he sees an installation 
receipt signed by the dealer, and it 
is therefore as checkable as audited 
magazine circulation 

Most of the money spent in dis- 
play depends for its effectiveness on 
the ingenuity and strategy em- 
ployed in creating the material and 
More 


medium is empirical; 


getting it used than any 


other, this 
one learns by actually doing—suc- 
cessful technique Is developed by 


trial and error 
Relate the Display Appeal 
3efore setting pencil to paper, 
plan the display to repeat the ap- 
peals of This 


does not mean making the display 


other advertising 
feature a radio program, because it 
seldom pays to use one major me- 
dium to advertise another. 
Summarize all costs when plan- 
display: Art, production, 
packing, shipping, installation, free 


ming a 





(Continued on page 80) 
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“77s Sy 
DE Foon Pronvcrs 


HIGH Grapk Pox Propvcrs 
AND Camp. 


» 
OnATED Bevenaces 


CeTR 


May 21, 195) 


Refinea Syrups & Sugars, Inc, 
Yonkers 1, New York 


Gentlemen: 


Being one of the largest bottlers in 
the ser get from our Suppliers 
¢ roduc tion 
*fficiency, That one reas © 80 pleased 
with our Plo. Sugar relationship, 
The continua 


1ly prom 
liquid Sugar to 


pt deliveries of 
our plants in this area 
always been ® source of great satis 

us. In addition, Flo-Sweet technic 

always been most Cooperative in helping ug 
Solve any technical Problems that arise. 


Very truly yours, 


DOSS IN's Foop PRODUCTS 


y , 
hase, / Mesa. / 


Walter), Dossia 
President 


: Ae en a 


Vise-President-treasurer 





use— 
WEET=SERVICE beca 

lier service a must, take a tip FLO-SWEET 

Today with suppl! 3 


is the biggest producer 
_ Syrups & Sugars is 

f this top-flight bottler, and switch to Refined Sy 
rom 


of liquid sugar in the country... 
Sweet Liquid Sugar! 


intains storage 
i East, but maintain 
ee ot he peste for better service... 
With Flo-Sweet you'll get — os cipal — comer for ber tev 
ical help, plus prea : : 
mci te tone i a to build prof- has the greatest liquid sugar service . . . 
trolled product that's designed to ster ermunghiee 
con 
its for you! 


° 
delivery servic 
ides emergency 
’ provide 
i it 
, : our operation, 
: . essential to y' 
So, if service is 


pay y Pp ug e 
will a ou to invest te and kee s Pp uct e ib 
iga rod ction fl x le eno h to meet 
U 


your most unusual requirements. 
Flo-Sweet now! 


ATION AND SERVICE 





Cooling both Water and Syrup 
gives you & big 


you can have 


CEM COOLING UNITS 














Cem Syrup Cooler Cem Water Cooler 





CROWN CORK & SEAL COMPANY 
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advantages 


a more stable operation 
more cases per day 

saves stops and delays 
assures a better beverage 
lowers costs 


eliminates foaming 


them all this very season 


AVAILABLE FOR IMMEDIATE SHIPMENT™ 


Cem 150 Combination 
Syrup and Water Cooler 


Designed for use with Dixie, Cem 20 and bottling 
lines of comparable capacity. Has everything needed 
for cooling both water and syrup, combined in a 
single unit. Water capacity 150 gallons per hour... 


syrup capacity 30 gallons per hour, 


Summer weather means more sales . 
but it can mean more headaches, too. Warm 
syrup and warm water can cause foaming . . . 
interruptions .. . other production difficulties. 
One sure way to have a smooth operation, 
regardless of the weather, is by adding Cem 


Water Cooling Units to your line. 


This equipment gives you positive control 
of the temperature of water and syrup. You 
can run your machinery under ideal bottling 


conditions day after day. 


Find out about Cem Cooling Units now 
... today. Some sizes are ready for shipment 
immediately.* And they can be added to your . 


line without interrupting production. 








Machine Sales Division e Baltimore 3, Md. 


August, 1951 
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goods, etc. Then consider the num 
ber of stores to be covered and see 
if the sum available will carry out 
the plan If not, rebudget for fewer 
tores or get a larger sum. A lot of 
yood money has been thrown away 
because the advertiser tried te 
spread it too thin 

If possible, make the display flex 
ible or adaptable for various classes 
1f retailers, based on volume. The 
large retailers, or A stores, few in 
number, might justify the addition 
of motion and light to a regular 
cardboard display. The B, or sec- 
ondary dealers might deserve some- 
thing extra, like a flasher; while th 
great majority, the C stores, receive 


the regular display 


Display for Merchandising Deals 


There are two types of “deal” 


displays. The first tells about a 
special consumer offer, such as one 
product free with the purchase of 
another. In this type of display 
1. Try to make the offer transpar 
ently clear and the price stand 
out 
Provide place for plenty of ac- 
tual merchandise on the display 
Be sure the display is packed in 
a way that will prompt the re- 
tailer to use it 
The other type of deal display is 
the “major-attraction” plan in 
which the display is so unusual and 
valuable that it will induce retailers 
to buy substantial quantities of 
merchandise, just to get it. A Dr 
West running - water display is a 
good example. To obtain one, a 
druggist had to buy $48 worth of 
tooth brushes, and enough orders 
were placed to make the plan a 


success 


Designing a Display 


The window-display designer 
works with a miniature stage pro- 
viding broad scope for creative 
thinking and comparative freedom 
from physical limitations. His op 
portunities include: 
1. SUBSTANCE. An actual package 
is three dimensional. in window 


display the reproduction or giant 
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DO DISPLAYS INCREASE 
SALES? 


The power of Window Dis- 
plays to increase sales immedi- 
ately was indisputably proved 
in simultaneous tests of eight 
nationally advertised products, 
in the cities of Rochester and 
Syracuse, N. Y. Sales results 
were as follows: 

Net Sales 
Increase During 
Display Period 
Yale & Towne 

Products 113% 
Lustre Creme 98% 
Squibb Dental 

Cream 97%, 
Kem-Tone oF te 
Dr. West's Tooth 

Brush 51% 
Wildroot Cream Oil 41° 
Johnson’s Wax 

Products ar 
General Electric 

Lamps 20% 








package has the same quality. 
Evample: the giant structural 
reproduction of an advertised 
article whose physical bulk is an 
inescapable reminder of the 
product 
ForM. A booklet page is rec- 
tangular in outline because of 
printing and binding limitations. 
A display may assume any shape 
that steel-rule cutting dies give 
it. EHwample: a Christmas dis- 
play has the form of a man, a 
tree, and a table to hold actual 
bottles. The dealer can display 
his own choice of beverages on 
the table 
CoLor. This means not only color 
in the literal sense, but also color 
in the elements that are used to 
make up displays, especially 
decorative materials. Example: 
metallic foil reflector is a color 
vehicle 
LIGHT. This element creates its 
own possibilities. Consider the 
opportunities opened by flasher 
displays which can be made to 
show 
a. Disappearing and reappearing 
objects 
». Before and after effects 
Minking or blinking anima- 
tion 


A flasher, which both illumi- 


nates the name and shows.a girl 
winking, is a good example. 
MOTION. Here is the most re- 
cently developed opportunity for 
the designer. While its use is 
fraught with difficulties, motion 
displays are excellent as a dealer 
premium, because retailers are 
in fact, 
more eager than advertisers are 
to pay for them. 


so eager to get them 


Almost any type of art can be 
used to make an effective display, if 
selected for the job to be done. 

Photographs may be reproduced 
in sepia and other tones, in addi- 
tion to the conventional black and 
white. They may be colored or 
toned in oils or transparent tints, 
although, these methods are yield- 
ing to the “one-shot” color camera 

so called because it makes three 
separate negatives at one shot. 
The original negatives are used in 
making the lithographic plates, 
which eliminates several steps be- 
tween art and the finished job. 

In the field of illustration or 
painting, the only limitations are 
those of the artist commissioned to 
do the job. All art can be repro- 
duced well by modern deep-etch off- 
set lithography, but if silk-screen 
stencil process is to be used, one is 
limited to simple flat poster effects. 
Photo gelatin printing serves best 
with photographic originals. 

Three-dimensional construction is 
often made ridiculous by displays 
the dealer cannot set up properly or 
by those that warp or buckle in use. 
This is often caused by too much 
emphasis on low cost, saving easels, 
and securing a complicated effect 
out of a single piece of board. It is 
an effective argument for the dis- 
play salesman, but it almost always 
gets the advertiser into trouble. 

In considering construction, re- 
member how the display will be 
used. Let the intricate folding and 
pasting be done by the display 
manufacturer. The art of cardboard 
construction conceals itself. The 
display should open easily with 
a simple motion of the easel, or 
fall into position by its own weight. 
If it doesn’t, have it made over. 
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Vistinclion : 


Y ; Sy 
plays move packages around, appar- a4 

: , ‘ {2° ‘ 
ently without outside influence. If ’ : tw 


you can get this sort of interest in 


Several “high-spot” motion dis- 










your display, it is almost sure fire! Nate! Fede Fvize 
is awarded individuals 
The Gadget in Display Design whe host preswted 9 


fraternity of nations 


A simple way to make a card- 


board display more effective is to xe? 

add something to it—a little object , 

that, by its physical presence, helps 

put over the idea. This principle is 
illustrated by these successful ex- 
amples: 

1. Kolynos said in a display “White 
Teeth are more Precious than 
Pearls” and proceeded to add an 
actual string of ten-cent-store 
pearls to each display, which 
made the point stick. 

2. Vapex, a nasal inhalant, said, 
“Don’t Let a Cold Cork you Up” 
and inserted two actual corks 
into the nostrils of the suffering 
man on the display. 


lig elesCae Mercmael iiles mehias 


are satisfied they have the best orange 


A Coca-Cola display featured 
cutouts of a boy telephoning to 
a girl to meet him at the foun- drink. Their Nesbitt’s sales are 
tain, and used a telephone wire responsible for their enthusiasm 
connecting the two figures to E If Nesbitt’s is not sold in your 
make the suggestion live. territory we suggest you coptact 
Any display can be made more in- several of the neighboring Nesbitt 
teresting if you can find an inex- bottlers. Find out for yourself 
pensive little gadget that helps put 


why they are sold on Nesbitt’s. 
over the point 


The names and addresses of Nesbitt 
bottlers in your vicinity will be 
Distributing Displays supplied ben request. They will, we are 
The big cigarette advertisers sure, be glad to tell you that the 
have had great influence on display Nesbitt label is the “Mark of 
distribution because: Distinction” in the Orange Drink field 
1. They became the original large- 
scale installers of window dis- 
plays when they found it paid to 
send a man around with the cut- 
outs and crepe paper to trim a NESBITT FRUIT PRODUCTS, Inc. 
window neatly. 2946 East llth Street, 
2. When the better windows be- Los Angeles 23, Calif. 
came hard to get, they inaugu- Franchise inquiries for Mexico, Central and 
South Americaraddress 


rated a policy of free goods for 
Nesbitt’s de Mexico, Edif. La Reinera, Desp 216 


window displays, which gave the Monterrey, NL, Mexico 
dealer a cash rental for his win- Canadian franchise inquiries 
Nesbitt's Orange of Canada, itd , 52 Queen Stree 
dow space. West, Ottawa. Ontario, Conade 
In determining how much free 
goods to give for a window—two : 
cartons, four cartons, or ten 
cartons—they started the move- e 9 
ment of evaluating windows in 2A name on QO 7 | mee ‘D) rinks 
terms of sidewalk circulation . 


is like “Sterling” stamped on Silver 
August, 1951 *This "A Mark of Distinction” Campaign will 


be seen -in National magazines during 1951 








and volume of business done by 
the store. 

Cigarettes, as an item, are the 
leader of all loss leaders. Retailers 
sell them so close to cost that they 
are scarcely more than traffic build- 
ers. The old-time smoke shops were 
forced to add other lines, in order to 
stay in business. 

Knowing this, one quickly sees 
why retailers demand free goods for 
a cigarette window. But, if the 
item or line is profitable, they will 
accept a window installation with- 
out free goods. And when they are 
enthusiastically sold on an _ item, 
they will have a clerk or trimmer 
install the display if it is sent in the 
mail or shipped with goods. 

Window-installation services op- 
erate locally in all cities, usually 
confining their activities to one 
marketing area. There are, how- 
ever, two national organizations 
that book and install windows in 
any part of the country, through 
local installers, which permits the 
advertiser to work nationally 
through only one contact. Checking 
of windows is usually done by the 
salesman in the territory. 

In packing displays for installa- 
tion services, it is not necessary to 
pack them in individual corrugated 
containers. Ten to a carton is 
usually convenient, as that is more 
than a day’s supply for a trimmer, 
who usually travels in a_ small 
sedan. Some advertisers have found 
that it pays to collate a complete 
window, including dummy cartons, 
in a kraft wrap and seal each with 
gummed tape, to be sure that each 
dealer gets a complete trim and that 
the display is clean and crisp when 
it goes up. This makes life a little 
easier for the installer. 


To Check Dealer Installation 


How to determine what percent- 
age of displays sent to stores is used 
has always been a baffling problem. 
There are a number of methods be- 
ing used, including payment for 
photographs of the window; re- 
ceipts from retailers, signed after 
installation, and others. Some check 


on installation should be made 
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DEALER HELP CHECK LIST 





The most important point 
to remember in developing a 
program of dealer helps is to 
give the retailers what they 
want. Why not ask the retailer 
himself what sort of assistance 
he wants, and what he will be 
willing to help pay for before 
developing a campaign? The 
general requirements that he 
will make are: 


[] A selection of helps to 
choose from. 
_] Materials that are timed 
for the seasonal angle. Retail- 
ing as a business is keyed to a 
series of seasonal promotions. 
| Materials that are priced 
within range of the average 
dealer, preferably a selection 
of materials that give him a 
price range from which to 


choose. 


Cost of the promotion in 
terms of how much business 
he will buy for the price. 


Material that will match 
the personality of his store. 
Retailers often are out of char- 
acter when they use the classy 
mailing pieces that some na- 
tional advertisers make up for 
them. 


Material that plays up 
the dealer, plays down the na- 
tional advertiser. 


rm 


_} If the retailer is going to 
absorb mailing charges, the 
material must not be so large 
or heavy as to cost extra 


postage. 


[] Material must not con- 
flict with sectional tastes and 
customs. 


On folders, envelope 
stuffers, ete., the retailer’s 
name should appear in a 
prominent position. 

[] Merchandise shown must 
be that in retailer’s store. 


On higher-priced items, 
there is no objection to show- 
ing complete line, in spite of 
fact that retailer may not have 
all items. In this case the ma- 
terial would be used as sort of 
catalog of merchandise that 
could be ordered if not cur- 
rently stocked in dealer’s store. 


[|] Profit margin on mer- 
chandise featured must be 
favorable. 

Installation problem 
must be at a minimum, or it 
should be installed at manu- 
facturer’s expense. 


If the material helps 
dealer cash in on national ad- 
vertising with some form of 
tie-in, so much the better. 


Appearance must be 
pleasing and conducive to 
sales. 


zives it 


Utility of display g 


£ 
a second advantage to the 


dealer. 


If it has been pre-tested, 
dealer wants to know the de- 
tails of test and results. 


When dealer helps score 
high on these 17 factors, it is 
‘asy to persuade alert dealers 
to share in the cost. And 
when dealers do share in the 
cost, the manufacturer is able 
not only to make his budget 
stretch further but also to 
guarantee for himself proper 
use of material when it reaches. 
point of sale. 
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ONLY YESTERDAY 


| when these were the signs of the times—WAUi) was just an infant! 


¢ 


The 


¢ i cs All-Family 
Drink / 








AT. YOUR SERVICE... 


=<“ 


e A contract with Mathieson for Dry Ice assures you a steady 


supply—delivered when you need it. To make this 


service possible, Mathieson maintains 17 strategically located 


warehouses throughout the South and Middle Atlantic States, 


supplied by one of the world’s largest carbon dioxide plants. 


Mathieson Dry Icg is pure—ideally suited for the 


refrigeration of foods and the carbonation of beverages. 


A call or visit to your local Dry Ice warehouse will 


show how you can benefit by using Mathieson’s top-quality 


Dry Ice backed by top-flight service. Mathieson Chemical 
Corporation, Mathieson Building, Baltimore 3, Md. 


SERVING 
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BSON DRY ICE 
PAREHOUSES 


Atlanta, Ga. 
Baltimore, Md. 
Birmingham, Ala. 
Charlotte, N. C. 
Chattanooga, Tenn. 
Greensboro, N. C. 
Jacksonville, Fla. 
Knoxville, Tenn. 
Memphis, Tenn. 
Nashville, Tenn. 
New Orleans, La. 
New York, N. Y. 
Norfolk, Va. 
Philadelphia, Pa. 
Richmond, Va. 
Saltville, Va. 
Washington, D. C. 
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AND PUBLIC HEALTH 
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ARKANSAS 


Dr. Pepper Bottling Company of 
El Dorado has filed articles of in- 
corporation listing authorized cap- 
ital of $60,000. Incorporators are 
Paul E. Beger of Salina, Kansas, 
and Frank S. Hodge and Betty G. 
Hodge of Hutchinson, Kansas .. . 
C. J. Wood has purchased the 
Grapette Bottling Company of 
Southeast Arkansas, located at Pine 
Bluff, from Robert Anderson. Mr. 
Wood is proceeding with an expan- 


sion program. 


CALIFORNIA 


Kist Bottling Co., San Francisco, 
is developing a business in choco- 


late soda to supplement its main 


lines ... Miller Hydro case packers 


recently were installed by Coca-Cola 
Bottling Co., Redding; Dr. Pepper 
Bottling Co., Sacramento; 
Cola Bottling Co., Sacramento; 
Pepsi-Cola Bottling Co., 
and Seven-Up Bottling Co., Visalia. 


Coca- 
Redding, 
added a 


Miller Hydro bottle washer and a 
Western water treating system... 


Latter firm also has 


Bartlett Springs, Inc. has been in- 
corporated at Oakland with a cap- 
ital stock of $180,000. . 
Bottling Co., 


from business. 


. Grapette 
Tulare, has retired 


COLORADO 

William Turner, formerly a sales- 
man for the Seven-Up Bottling Co. 
of Denver, has been promoted to the 
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post of route supervisor. Turner 
was a winner in the recent ‘“Out- 
Standing Salesmen of the Year” 
competition, wholesale division, 
sponsored by the Denver Sales Ex- 


ecutives Club. 


CONNECTICUT 

Paul Viggiano and David Ragaini, 
makers for the Seven-Up 
Bottling Norwalk, 
were recently made supervisors for 


sales 


Company of 
this Seven-Up development. 


FLORIDA 

Dr. Pepper Bottling Co., Pensa- 
cola, started operations a few 
months ago and is making “good 


COTT IN FLORIDA 


John J. Cott, left, General Manager. 
Cott Beverage Corp.. New Haven. 
Conn., watches Sidney Huberman, 
head of the Cott Bottling Co. of Flor- 
ida signing Cott Florida bottling 
franchise arrangements. Ernest W. 
Gross, center. account executive of 
John C. Dowd. Inc., Cott’s advertising 
agency, helped lay out merchandis- 
ing program for this newest Cott 
market expansion. 





BOTTLER 
BRIEFS 


progress,” according to John Reed, 
president and general manager, and 
Jesse L. Lee, secretary and treasur- 
er. The firm is setting out on an 
aggressive vendor program to 
strengthen the market and boost 


on-the-spot consumption. 


GEORGIA 

Coca-Cola Bottling Co., Bain- 
bridge, is installing new and larger 
equipment in its recently remodeled 
plant. Included in the new equip- 
ment is a 125 B.P.M. Super Deluxe 
Miller Hydro Bottle Washer, CEM 
28 Filler, Miller Model F Full Bot- 
tle Inspection System, and Miller 
Automatic Case and Carton Packer. 


IDAHO 

Coca-Cola Bottling Co., Boise, 
rounded out its equipment for the 
summer season by the addition of 
a Miller Hydro case packer. 


ILLINOIS 

Martin Olson recently was ap- 
pointed sales manager of the Dr. 
Pepper Bottling Co., Belleville. C 
G. Chenoweth is owner-manager of 
. J.J. Flynn & Com- 
pany, Coca-Cola bottlers of Quincy, 


the plant 
have completed the installation of a 
Miller Hydro Automatic Case and 
Carton Packer in their plant. 
INDIANA 


Midwest Bottling Co., South Bend 
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Frostie Old 


Fashion Root Beer, has announced 


franchise bottlers of 


the completion of a modernization 
program which consisted of the in- 
stallation of a new filler, carbon- 
ator, washer and water treating 
equipment. Victor Bernero and Dale 
Dustman are the owners. . . Pepsi- 
Cola Bottling Company of Indian- 
apolis, Ind., has recently installed 
a new Miller Hydro Automatic Case 
and Carton Packer. Ben Domont is 


president and manager of this plant 


LOUISIANA 

Raleigh O’Brien is the new route 
supervisor for the Grapette Bot- 
tling Co., Eunice. 


NEBRASKA 

Whistle-Vess Bottling Company, 
of Hastings, has been sold by Ward 
Shurtz, who started the company 


five years ago, to John Pollard. 


NEW MEXICO 


Thousands of 


persons attended 








PURE WATER is guaranteed 


POTTER & AATFIELD. IWC. 
WATER TREATING PLANT 


METALL ATION AT 


OVAL CROWN BOTTLING CO, 
HOUSTON, FOKAR 


with a 





P.O. BOX 1042 





P & R Water Conditioning System 


Pure water is an absolute must for a satisfactory bever- 
age. So why take chances with an inferior drink and 
dissatisfied customers? Install a reasonably priced, posi- 
tive acting P & R Water Conditioning System. The P & R 
System is simple in design, yet incorporates all features 
necessary to a satisfactory water supply. They have proved 
their outstanding value under all kinds of o 
ditions. Automatic in operation. Let our chemists study 
your needs and specify the exact equipment required in 
your locality. No obligation. 


rating con- 


Write For Further Information 


ATLANTA, GEORGIA 


PRODUCTION AWARD 


The Dr. Pepper operation at Dodge 
City. Ia., recently received a “100%, 
Production Efficiency Award” from 
the parent Dr. Pepper Company. 
George D. Deck, center. owner-man- 
ager of the plant looks on happily as 
Lou Cochran, parent firm production 
representative, presents the plaque 
to production manager Richard Ger- 
ber. 





the recent plant opening of the 
Coca-Cola Bottling Co., of Tucum- 
cari. Manager-owner of the opera- 
tion is Morris “Dick” Dickinson . 
The Dr. Pepper bottling franchise 
furmerly operated by Henry Krick 
& Co., has been taken over by Jay 
Rountree who will conduct the bus- 
iness under the name of Dr. Pepper 
Bottling Co. and Nifty Beverages 
of Santa Fe. The change in owner- 
ship was effective June 1. Cliff M. 
Barker had operated the plant until 
it was purchased by Rountree. The 
new owner has the franchise for the 
bottling and distribution of Dr 
Pepper in the northern New Mexico 
area extending to the Colorado state 
line. 


EVERY DAY COUNTS 


Daily sales goals are a by-word at 
the Seven-Up Bottling Company of 
Rochester, Inc., at Rochester, N. Y. 
Harold Franz, sales manager of the 
Seven-Up operation. points to ftig- 
ures which indicate sales totals on 
various routes served by the devel- 
opment. 
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BOTTLING DOUBLE-COLA 


E. B. Grady, Jr., head of the Concord 
Double-Cola Bottling Co., of Con- 
cord, N. C., takes time out from study- 
ing advertising plans to pose for a 
photograph. Mr. Grady was recently 
issued the Double-Cola franchise. 








NORTH CAROLINA 

Dr. Pepper Bottling Co., Ashe- 
ville, was recently sold by Jack 
McElhaney. 


formerly was as- 


Barfield to Lewis K. 
Mr. McElhaney 
sociated with the Downing Box 
Company of Milwaukee. He also 
served for nine years on the sales 
Arm- 


management staff of the 


strong Cork Company 


NORTH DAKOTA 


Controlling stock in the Northern 
Bottling Co., Minot, has been pur- 
chased by Mr. and Mrs. Bernard F. 
Lucier, and Franklin Gokey, from 
L. C. Stearns. Mr. Lucier will serve 
as president and general manager 
of the firm; Mr. Gokey, as vice- 
president and board chairman, and 
Mary E. Lucier, as secretary-treas- 
urer. The new owners plan a mod- 
ernization and expansion of plant 


facilities 


OHIO 


Grapette Bottling Company, 
Springfield, is constructing a new 
plant on U.S. Highway 40, just west 
of the city. Owner V. T. Hamman 
also announced the appointment of 
Harvey Grimsley, as manager... 
Construction has started on a new 
plant for the Coca-Cola Bottling Co., 
of Youngstown. It will be a one- 
story structure, 207 x 121 feet . 

Remodelling of the Grapette Bot- 
tling Company, Sidney, now in prog- 
ress, will provide a modern syrup 
room with an adjoining storage 
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celal 


One drink--and you can 
taste sales! 


LAVOREX ‘“‘Low-temp” 

process retains the elu- 
sive fresh fruit goodness in 
the, concentrate. Never a 
cooked or musty taste. Yes, 
GEM Fruity Orange is a 
flavor you may bottle, taste, 
and know it must sell. 


GEM is free of risk and 


extra work. GEM Fruity 
Orange comes to you com- 
plete with juice, acid, color, 
benzoate of soda—just add 
syrup and carbonated water. 


Place a trial order today. 
It’s guaranteed to please 
you and your palate, or 
your money back without 
quibble. Order GEM today, 


HERE ARE OTHER PROFITABLE GEMS 
@ FRUITY GRAPE (made with grape wine and juice) 
@ FRUITY STRAWBERRY (high fruit juice base) 
@ FRUITY LEMON (contains real lemon juice) e FRUITY LEMON-LIME 
e ROOT BEER...so creamy, foamy, and stout 


FLAVOREX® 


MAKERS OF -FINE FRUIT JUICE FLAVORS 


302 S. CENTRAL 


AVE., BALTIMORE 2, MD. 








space for sugar and supplies. The 
new facilities will improve sanita- 
tion and result in a more efficient 


operation 


OKLAHOMA 


Coca-Cola Bottling Company, Ok- 





mulgee, recently installed a Miller 
Model F Full Bottle Inspection 
System and Miller Hydro Auto- 
matic Case and Carton Packer. Ray 
Smith is manager of the plant : 
BIG PLANT IN SMALL TOWN 


OREGON You may not even have heard of Bluffton, Indiana; it’s a small town. But 
one of the plants located there—the Steury Double-Cola Bottling Co.— 
Seven-Up Bottling Co. of Bend is one of the most modern and attractive in the midwest. A. R. Steury 
. a heads the operation. 
has completed the installation of 





equipment and is being operated 


under the management of Andre matic Case and Carton Packer and year ... Joe H. Raines, formerly 


Borello, formerly engaged in the «a Miller Model F Full Bottle In- associated with the Dr. Pepper 

spection System. Company is man- Bottling Co., Wichita Falls, from 

aged by J. Claude Smith... 1939 to 1949, has rejoined the firm 

Thomas Renegar has been named as sales manager. 

sales manager of the Grapette Bot- 

tling Company, Corpus Christi UTAH 

TEXAS Renegar helped open the plant in M. P. Duncan, of National Bev- 
Brownwood Coca-Cola Bottling 1947, moved to the Houston Grap- erages, Inc., Salt Lake City, 

Company, of Brownwood, recently ette plant for a time, then returned 


bottling business in California ... . 
Nehi Bottling Co., Klamath Falls, 
has been placed under the manage- 
ment of R. J. MeElroy. 


has 
acquired the Squirt franchise for 
installed a new Miller Hydro Auto- to the Corpus Christi plant this that territory. 





9 TION 
wee, | A VALUABLE BOOK Use Berghausen’s 


YOU CAN HAVE FREE! 








@ Here's easy-to-use information to help you give your 


soft drinks uniformly high quality. It’s Penrith-Akers’ 9 

new book, ‘Information For Bottlers’’! t 8 i: a e 
This new book is packed with data. Over 30 tables give 

you directions for making syrups, calculating costs and 

yields, etc. It contains information on flavors, colors, 

acids, preservatives and artificial sweeteners. oa 
“Information For Bottlers’’ helps you get the most 

from P-A flavors. Today's P-A flavors are the finest you 

can buy! For forty years, bottlers from coast to coast have 


found P-A flavors give them the extra quality that means 
Seep CARAMELS FOR ALL PURPOSES 
Send for your free copy of “Information for Bottlers”’ 
. it’s yours for the asking! And when the Penrith-Akers 
representative calls, talk over your beverage problems 


with him. He'll show you how to make better products Colas * Root Beer * Other Beverages 


for greater profits! 








p-A a e 
BRAND Write for your ris 


copy of the 1951 


fon Aloe g’”°E. BERGHAUSEN CHEMICAL «.. 


MANUFACTURING COMPANY 4530 W. MITCHELL AVE: 
1311 SO FIFTH STREET @ eee 4, MINNESOTA C | N c | N N A T { 3 2 ee 0 H | 0 








A | 
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VERMONT 

Construction has been completed 
on the new plant for the Coca-Cola 
Bottling Co., of Barre. The opera- 
tion also bottles and distributes 
Kist beverages. The new plant is 
a one-story, 80 x 100 foot struc- 
ture. Its capacity is 30,000 bottles 
per day. Hal C. Miller, Jr., man- 
ager of the company, recently in- 
augurated a 13-week Kist radio 
spot campaign 





VIRGINIA WASHINGTON PLANT ADDS ROOT BEER 


Romney Coca-Cola Bottling Com- Pioneer Bottling Works of Toppenish, Washington (plant shown above) 
: se We: has been added to the growing list of Mason’s Old Fashioned Root Beer 
pany, Inc., of Richmond, which bottlers. Although Mason and Mason, Inc. announced the granting of 
lists maximum capitalization of this franchise only recently, the bottling of Mason's has already started 
$100,000. has bee minleal wild and an intensive drive for distribution is under way. The firm is owned 
b ; , Nas been organized with by Dr. Gilson A. Ross. 
Fielding L. Williams as president 





Staunton Coca-Cola Bottling : . 
: a : 3 owner and manager of the com- century ago, and his son Otto 
Works, Inc., of Staunton, of which G : 
: : : any. arcea is now general manager. 
Walter L. Sams is president, has - ‘derabl ‘ t ‘ll 
onsiderable new equipment wi 

changed its name to Augusta WASHINGTON jot 

: ; : ; : . : ; , be installed in the new plant. 
County Coca-Cola Bottling Works, Western Bottling Co., Spokane, 
Inc... . Al Winstead has been pro- plans to move into a new building WISCONSIN 
moted to route supervisor of the being completed at E.4014 Sprague Dad’s Root Beer Bottlers, Inc., 
Grapette Bottling Co:, of Newport Ave. This concern was launched has been formed in 
News. Mrs. Eleanor Tims, is by Anthony Garcea almost a half 


Milwaukee. 
Incorporators are Morris Laber, 








NATIONAL , CROWNS 


As You Need Them! 


Boxes fe i a When You Need Them! 








3 ; ots a! 
National boxes save you ’ tiene See 
time and money by re- 
ducing bottle breakage, : 
repairs and replacements ge y 
because they're tough cy ‘OWN TAK 
PARTITIONS — 
Box No. Mn cage erage lige Any Notional box con PENN hes been servicing the 
apnaney Fates, 7 ae — = be Gued wh Tow industry with Precision-made, 
rr two ceed ¢ be — rottles. Tott vabreakeble brightly lithographed 
Also supplied for steinies partitions, proved to CROWNS for more than 20 
Box No. 11A holds one dozen 24 double the life and 
to 32 oz. hottles. Also supplied for strength of the box 
steinie quarts Cross pieces, snugly 
: fotted through each 

a will —_— boxes to * et yon form : sturdy decorations? — Stock designs? — Just call. 
specifications, with or withou partition designed t We also manufacture metal SCREW CAPS 
wooden partitions Sein: aliens 

e ; 


years. 


Need delivery in a hurry? Need special 


from 18mm up to 89mm. 














for information write to Dept. G 


BOX & LUMBER CO. Penn Cork & Closures, Inc. 


NEWARK 5, NEW JERSEY Evergreen 9-4416, 7, 8 and 9 1155 Manhattan Ave., Brooklyn, W. Y. 
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Rose M. Flisek and Fay Laber . 
Coca-Cola Bottling Company, La- 
installed a Miller 
Hydro Automatic Case and Carton 
Packer. 


Crosse, recent ly 


SIGNING UP 


W. S. Woodson, Altoona, Pennsy!- 
vania, registers approval as he signs 
an Orange-Crush franchise in pres- 
ence of W. A. Schorr, Orange-Crush 
Company representative. While Mr. 
Woodson started operation as an 
Orange-Crush bottler on June 5th, he 
is not a newcomer in the beverage 
industry. He formerly managed a 
bottling company in Decatur, Illinois. 
which business dates back to 1902. 
and is controlled by members of his 
family who operate plants in Peters- 
burg, Illinois and Ferrington, Wyom- 
ing. 





Know It’s 
The Best 
Money Can 
Buy Because 
It’s Built By 


KISCO BOILER & ENGINEERING CO. 


St. Louis 4, Mo. 


2414 DeKalb St. 
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Write for 
Cataiog DSA-8 


Ohio Bottler Sponsors 168 News 
Broadcasts Weekly 

Sponsorship of the largest news- 
cast package in local radio history 
was announced last month by Juli- 
us Darsky, President, Golden Age 
Beverage Company, Akron, Ohio. 

The package includes 163 news 
broadcasts, weekly, divided equally 
between 30 second “headlines on 
the half-hour”, and five and ten 
minute “newscasts on the hour’. 

Designed as the keystone of the 
summer 


Golden Age advertising 


campaign, the agreement 
through September 25. 
In addition to the “saturation” 


news coverage which it will obtain 


runs 


under the agreement, Golden Age 
retains its sponsorship of the 6:00 
PM news 
tract which became effective 
March 15. 


under a separate con- 


M. F. Sullivan 

M. F. (Fred) Sullivan, Mid-West 
Sales Representative of the Na- 
NuGrape 


tional Company of At- 


Circumstances alter cases . 


¢ * 


CENTER OF ATTRACTION 


Seven-Up was the center of attrac- 
tion for these two youngsters who 
explored the Seven-Up display in a 
Crescent City, Cal., Piggly-Wiggly 
store recently. The Seven-Up lay- 
out was part of a Piggly-Wiggly 
display of products advertised in 
“Life” magazine. Crescent City is 
served by the Seven-Up Bottling 
Company of Eureka, Cal. 








lanta, Ga., died June 24 in a St. 


Louis hospital following a long 
illness. 


Mr. Suilivan, a native of Atlan- 


..’” Beverage cases 


are no exception. Their size, shape and construc- 


tion features are determined by the physical charac- 


teristics of individual bottles. 


“Custom-made” beverage cases are correctly 


designed to suit your needs, thus reducing break- 


age to a minimum. 


THE GREEN COMPANY unc. 


265 Post Road 


Plant 


necti 


Bellows Falls, Vt 
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ta, was a resident of Chicago at feature the “Get KIST in Five 
the time of his death. Employed Fascinating Flavors” theme. 

by the NuGrape Company of Amer- 

with Price “Confusion” In California 
Prevents Carton Deposits 


ica, he continued his service 
National NuGrape Company upon 
its formation in 1933. The carbonated beverage indus- 
try in California is suffering from 
Z. W. Hilliard confusion that is largely industry- 
Sachars Wales ed. week made, asserts some of its leading 
of the Dr. Pepper Bottling Co., Or- members. Bottlers themselves are 
mae. Texne, del Jase 4. Be confused and their frame of mind 
é e, *Xas, te a : F X . P 
Pepper bottler since 1927, Mr is now being shared by distribu- 
eppe Ht eS s le Jeet, 4 . 
re ¢ 2 oO 2 ; lie 
Hilliard entered the beverage bus- tors and the aw public. 
“In a short trip through the San FULL OF GINGER 
Francisco Bay area”, said a repre- Movie star Jane Russell enjoys a 
: _ . ; : glass of Vernor’s Ginger Ale at RKO 
sentative bottler, “I saw an out- Radio Studios. Jane is one of many 
standing, nationally advertised Hollywood stars (Lex 
. “ Barker, Tim Holt, among others) co- 
» brand sold to retailers at four operating in a publicity campaign 
Kist bottlers throughout the prices, 80 cents a case, 90 cents, — hot Vernor’s to the Pa- 
: ifi t. 
country are reporting excellent re- $1.00 and $1.20. And the public prema tete 


sults from the new Kist advertis- was paying 5 cents, 7 cents, 9 


iness in 1919. 


New Kist Ad Program Going 
Well, Bottlers Say 








“This market condition explains 
ing program. cents and 10 cents a bottle for the why no carton deposit plan has 
Featuring the theme of “Get same article. Had this difference been placed in effect here, despite 
KIST in Five Fascinating Fla- in price been for different brands the fact that bottling costs are 
vors”, a series of ten 200-line it would have been quite another among the highest in the entire 
newspaper ads takes full advan- matter and the public would have country. Those who would like to 
tage of the merchandising and pro- thought little about it. But a 100 see such a plan adopted hesitate 
motional possibilities in the brand per cent variation in retail price to take the step with such a wide 
name. and 50 per cent variation in price variation in the prices of bever- 
Radio spot announcements also to the distributor is another matter. ages to distributors.” 











| Beverages that are Bottled on BURNS Fillers 


| Coca Cola Bottling Company Monroe Bev" wpany 
| Bireley's Beverage Company 4 oany 
Pepsi Cola Bottling Com~ : 


Oevite Cole © s Fi me rempant . wii 


B Rr -serage Company 

aps Beverage Company 
Concord Bottling Company 

w ~ Roxboro Beverage Company 

Sq “ing Kee Vess Beverage Company 

Royal Crown Bottling Company Scranton Bottling Company 

Hires Bottling Company 

Mission Orange Bottling Comy The top bottlers of the nation depend 

| Kist Bottling Company upon Burns Fillers. 

Some of the outstanding fee- i i Crystal Lake Bottling Compan 

tures of the PRIESAND stain- | American Bottling Company 

less steel tank } Standard Bottling Company 

© helt ASE Code te 18) Castle Rock Bottling Compan: 

actications ' ia National Bottling Company 


Crown Bottling Company controls, all these feot 
@ Safer — Safety vaive built | | Country Club Bottlin~, 4 rary ‘ . . ais meen 6 
into the head ». More economical operation and there- 





Quick change over, easy contro! of 
filling height, adaptability to still or 
carbonated beverages, longer life due 
to fewer wearing parts, lack of high 
head pressure, and automatic cut out 


Mineral Springs Bo 

@ Lightweight — single wall Sunrise Bottling Co 

construction, eliminates use of Vernor's Bottling ¢ 

lining if General Bottling ¢ 

@ Durable — built to outlast i Paul's Bottling & : ; Rem yw wuniny Cumpuny 

any tank on the market ~_ we - - Fruit Bowl Bottling Company 

@ Attractive — polished clean . 1 . ~ : itling Company 

sagerhenpr ied | }- : tae! ng Company 

Wi ‘ If won... g Company 

Imp evitling C | : Stratford Springs Corp. 

Liberal trade-in allowance on your present old, tin | Uni oda Bottli: ; 

lined tanks toward the purchase of these new stain- | Ne | ottling Cor be 

less steel tanks. ORDERS FILLED WITHIN 3 WEEKS | Sv €@ st Seats / ST... N BURNS BOTTLING 

Pri dB | 1804 East 40th Street W © Be Bottlin *ompany|} MACHINE WORKS, Inc. 
riesan ros., nec. Cleveland, Ohio Walsh Bottling Company BALTIMORE 18, MARYLAND 

Lotz Bottling Company 


fore a more profitable one. For com- 
plete details write today asking for 
Ilustrated Catalog 49-a. 
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New Ad Drives 


A number of new summer ad- 


vertising campaigns have been 
launched by the beverage industry 
in Canada. 

A test campaign in the London 
conducted for 
Ltd., Toronto. 


Newspaper advertisements advise 


area is being 


Orange-Crush, 


London youngsters to send for a 
“magic yo-yo-ring”’. Copy tells 
them to send 25 cents and three 
bottle tops from Orange-Crush, to- 
gether with the coupon found in 
the ad, to Orange-Crush. 

Canada Dry sparkling water is 
the subject of a magazine campaign 
running through the summer 
months until September. Ads are 
appearing in one French and three 
English magazines. Theme of the 
series stresses the fact that drinks 
mixed with tap water are “just a 
drink” mixed 
sparkling water are “the perfect 
drink”’. 


The summer campaign for Mis- 


while those with 


sion Orange is appearing in a se- 
lected list of daily and weekly news- 
papers with outdoor posters in key 
locations. A cartoon style is used 
with rhyming copy highlighting the 
campaign theme; “Drink Mission 
Orange ...a treasure of Pleasure.” 


C.B.C.B. Achievement 
One of the less publicized achieve- 
ments of the Canadian Bottlers of 


August, 1951 


a 











Carbonated Beverages in the past 
year was its success in getting car- 
bonated beverages included in the 
“Quarterly Foods Report.” Its ap- 
pearance there places it clearly as 
a food and is a recognition of its 
valuable energizing food qualities. 
This is a keystone in the develop- 
ment of good public relations. 


Family Expenditures 
For Soft Drinks 


How much does the Canadian 


family spend on candy and carbon- 
ated beverages? 

The answer, based on a recent 
Dominion Bureau of Statistics sur- 
vey, shows that the average is 
around 1% of the family income. 

A breakdown of the expenditure 
according to Income Group is as 
follows: 

Under $1,051 
$2,050—1.0% ; $2,051 to $2,549 
0.8%; $2,550 ‘to $3,050 
$3,051 to 3,549—0.7%; $3,550 to 
$4,050—0.8% ; $4,051 to $7,499 


0.7% 0.5%. 


0.9%; $1,051 to 


0.9%; 


; $7,500 and over 


Orange-Crush Reports Earnings 


Consolidated net profits of $289,- 
591, or 68 cents a share, are report- 
ed by Limited for 
year ended November 1, 1950, com- 
pared with $411,041, or 96 cents a 
share in previous year. The 1950 


Orange-Crush 


net is after all charges including 
$111,560 for depreciation and $189,- 





William 
president, 
points out that consolidated sales, 


119 for income taxes. J. 
Horsey, chairman and 
due to adverse weather conditions 
and the imposition of a special 30 
per cent tax on carbonated bever- 
ages by the Canadian government, 
were 13.4 per cent lower. 


New Vernor’s Expansion 

R. F. Duffy, 
charge of Canadian operations of 
Vernor’s Ginger Ale Ltd., has an- 
nounced the opening of warehouse 
facilities in Chatham. Two thou- 
sand square feet of warehouse space 


vice-president in 


has been secured, the better to ser- 
vice the people in the Chatham area. 
The facilities help service the ever 
increasing demands, and complete 
the chain of headquarters at Wind- 
sor and branch warehouses in Lon- 
don and Hamilton. 


Growth of Sussex Ginger Ale 


Sussex Ginger Ale, Ltd. is a com- 
pany which has made steady pro- 
gress in the Canadian soft drink 
field. 

Now operating plants at Sussex, 
N.B. and Halifax, N.S., it holds a 
firm and established place in the 
beverage field in the Maritimes. It 
operates its own distributing ware- 
houses at Saint John, Fredericton 
and Moncton, as well as distributors 
at Woodstock and Chatham, N.B. 
and has jobber distributors in var- 


93 











FIELD GROWN IDEAS... 
Now in our Bigger and Improved Line 


D1aMoND ALKALI has been analyzing special problems reported from 
the field. Now we are ready with a line of improved washing com- 
pounds and cleaners which have grown out of this field work. 

Our new B. B. Soaker Alkali (for medium and medium hard water 
areas) takes its place between Hardnox and Hi-Test (for softer 
waters) and H. W. Soaker (for the hardest waters). Also our H. W. 
Soaker Alkali has been strengthened in wetting and sequestering 
properties. 

Our cleaning compounds—A. P. W., Hi-Speed and Dreadnaught 
have all been given more wetting agent content. greater sequestering 
and water softening power. DiaMonp has also added a more effective 


complex phosphate without increasing prices. 


For DIAMOND Technical Service, call 
your nearest DIAMOND Sales Office. 











DO YOU KNOW which you should use? See our , DIAMOND 
Technical Serviceman. His help is free, why not . yay 
use it? He may be able to save you money either 

by recommending a less expensive compound 

which suits your conditions, or a more suitable 


d which will bett Its. Get 
in touch with DIAMOND Technical Service today DIAMOND 
DIAMOND CLEANING COMPOUNDS 


DIAMOND ALKALI COMPANY...CLEVELAND 14, OHIO CHEMICALS 
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ious large centers throughout the 
Maritimes. Forty-eight trucks are 
operated and the company has 150 
employees. 

Due to increased demand, it was 
found necessary in 1950 to build a 
considerable addition to the Halifax 
plant and install further bottling 
equipment, doubling production. In 
February last year, the company 
purchased the former Mersey Bev- 
erage Co. at Liverpool, N.S. a mod- 


ern plant built in 1949. This latter | 


plant services the south shore of 
Nova Scotia and a section of the 
Annapolis Valley. Under construc- 
tion is a new modern warehouse at 
Fredericton, N.B. 

Sales in 1949 and 1950 were at 
record highs, while prospects for 
1951 business so far are considered 


good. 


Industry Future Bright. 
Beverage Official Says 


The future of the beverage in- 
dustry is secure as the “soft 
drink” has become an integral part 
of the American 
home life, Harry Ellsworth, office 
manager of the Canada Dry Bot- 


tling Co., Montreal, declared recent- 


Canadian and 


ly 


“In spite of the heavy taxes of 


40 per cent the industry must 


carry”, he said, “sales are increas- 
ing steadily although the nickel is 
fast becoming a museum piece.” 

He added that the 


beverage industry is a comparative- 


carbonated 


ly new one, having been developed 
within the past 60 years, but that 
the idea of carbonation “‘is as old as 


Cleopatra.” 


New John Collins Bottlers 


John Collins of Canada has an- 


nounced the signing of four new 
franchise bottlers. They are: Drink- 
Rite Ltd., Woodland 
Beverages, Woodstock ; Mitchell 
Bottling, Mitchell, and Northland 
Beverages, Whitehorse, Yukon 


Hamilton ; 


The company also reported the 


Fred W. 
franchise representative for East- 


appointment of Cox as 


ern Ontario. 
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Plant Changes Location 


J. H. Bryant Ltd., bottler of 
Coca-Cola in Sherbroke, P.Q., has 
moved to new and larger quarters 
located at 34 Cherbourg Street. 

The move is the second since the 
business was founded by the late 
John H. Bryant in 1896. The pre- 
vious move was in 1920. 


Sun Crest Adds Bottlers 


New Sun Crest bottlers recently 


signed by the parent company are: 
Browning Harvey Ltd., St. John’s 
Newfoundland; Mei Hill Beverages 


For LIFE! | 


BRIGHT SPARKLING ADS 
HELP KEEP Dr. Pepper 


“OUT FRONT!” 


The present Dr. Pepper ad cam- 
paign is going over big with 
dealers, bottlers, their salesmen, 
everybody connected with sell- 
ing Dr. Pepper. Why? Because 
they’re bright compelling ads 
that please the customers! Want 
proof? Look at the Dr. Pepper 
sales curve! 


Co. Ltd., Regina, Sask., Les Liquers 
Douces de Hauterive  Limitee, 
Hauterive, Que., J. L. Tardif, Grand 
Mere, Que., and Binet & Turgeon 


Limitee, Beauceville, Que. 


Kist Making Headway 


Another progress 
recorded by Kist Canada Ltd., ac- 
report by H. A. 
Showalter, president, at the annual 
meeting of shareholders of the 
company, held recently in Stratford. 
While weather conditions were less 


year of was 


cording to a 


favorable in 1950, an improvement 








in the sales arrangements compen- 
sated, leaving the company in a 
better position in the market. 

Directors for the current year 
were elected as follows: W. P. 
Gregory, A. Riches, M. Seguin, H. 
A. Showalter, all of Stratford, and 
T. L. Tremblay, of Montreal. 

At a subsequent meeting of these 
directors, the following officers 
were appointed: H. A 
pre sident; M. 


Showalter, 
Seguin, executive 
vice-president, and A. Riches, sec- 


retary-treasurer 


New Freyseng Cork 
Appointments 

Ww. FP 
manager of Freyseng Cork Co. Ltd., 


Freyseng, president and 


has announced the appointment of 
H. Maysenhoelder as Branch Man- 
ager, Montreal, P.Q., and E. R. 
“Bill” Penfold to the Toronto sales 
staff 

Mr May senhoelder has been asso- 
ciated with the firm in Montreal for 
twenty-five years. Mr. Penfold has 
had many years’ experience in the 


bottling and brewing industries. 


The Hygeia— Bowden Single 
Valve Water Filter is a rapid 
flow type and removes sus- 
matter, 
iron, taste, odor 
and discoloration. 

These filters 
clear, sparkling water essen- 
tial to good flavor, uniform 


pended 


chlorine, 


quality and better beverages. 
They are available in various 
sizes and capacities. 

Ask for further information 
on these filters used widely 
in bottling plants. 


p) 
Bowden Single Valve f 
Water Filter 


Hygeia also makes the Lynn Self-Cleaning 
Stone Filter used in Bottling Plants 


HYGEIA FILTER COMPANY 


3430 DENTON AVE. 


DETROIT 11, MICH. 


Kop Getting Ready 

The new plant of Kop Beverages 
Ltd.—latest entry in the Canadian 
beverage field—is now being read- 
ied for operation. The venture is 
headed by Joseph 'B. Kopman, pres- 
ident and general manager. 

Kop Beverages will engage in 
the production and distribution of 
carbonated beverages to the public, 
and also, of syrups, concentrates, 
extracts and essences to sundry 
food industries and retail outlets. 
The company owns its own form- 
ulae. The plant will have a capacity 
of over one million cases per year. 

After production has commenced 
in The Toronto plant, consideration 
will be given, according to Mr. Kop- 
man, to franchise representation of 
Kop Beverages on a national scale. 

Other officers of the company 
are: Stewart A. Woods, vice-pres- 
ident, and Irvine P. Dickler, secre- 
tary-treasurer. The firm’s’ two 
directors are James D. Ince and 
John Gracie, of Toronto. 


Twin Lines Feature New Plant 


Two 12 spout lines feature the 


new plant of Private Brands Bev- 
erages Ltd., Toronto. 

The firm was founded fifteen 
years ago by Stewart Hall and his 
sons, Wallace and Lloyd. Comment- 
ing on the installation of the twin 
lines, Wallace Hall recently de- 
clared: 

“While it costs a little more to 
buy two 12’s instead of one 24 spout 
filler, the added expenditure is jus- 
tified in that only half production 
is lost if there is any trouble on the 
production line. It also cuts season- 
al costs. If the filler heads on one 
machine need cleaning or servicing, 
just this machine is idle. The other 
can carry on.” 


Success Story 


One of the bottling plant success 
stories in Canada is that of the 
Lucky Strike Bottling Works, Van- 
couver, B.C. The company was 
founded in 1937 by G. A. “Jack” 
Christensen (a past president of 
the British Columbia Bottlers of 
Carbonated Beverages) and Bill 
Williamson. This operation started 


on a very small basis, indeed. For 











turbidity, 


produce the 





Union Acid Proof Caramel Color #125 


® High Coloring Value 
® Free Flowing 


®@ Uniformity 


UNION SALES CORPORATION 


Unton Starcu & REFINING Co, 


®@ Service 


OISTRIBUTOR FOR 


Co_umBwus, INDIANA 
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example, filling was done with an New Canada Dry Plant 
old foot power machine which even 
then was more than twenty years 


old. The first year’s output was but 


5.000 cases ations with J. A. Wood, as manager. 


Today the firm bottles approx- The plant has a capacity of 4,800 


imately 200,000 cases annually in a quarts a day. 
modern plant. It operates two 12 
spout lines, and it has a delivery 
fleet of eight flat deck trucks and 


one panel truck. 


construction with an are 


the Canada Dry line in Lanark, 


Supplyman Honored 


will also serve Renfrew C 


W P Freyseng, otf Freyseng 
Cork Co., Ltd., and an energetic 
worker in District Ontario MBAA, 
has been named chairman of the 


facilities in Pembroke. 


Toronto branch of the Canadian Installs New Equipment 
Manufacturers Association 


New high speed equi 
New Plant Opens 


London Bottling Ltd., London, 
Ontario, recently started operations 
under the management of Roy Ellis. 


The company bottles and distributes creasing sales in the Mon 


Canada Dry Bottling C 


Falls) Ltd., recently started oper- 


a of 7,800 


square feet. The plant will supply 
Leeds and Grenville Counties. It 


the Pembroke area from warehouse The 


cently was installed by the Pepsi- 


installation was necessitated by in- 


Opens tles per minute; Maximum: 360 
er bottles per minute. 
o. (Smith : : 
At maximum speed, therefore, 
21,600 bottles, or 840 cases per 
hour, can be produced; a 9-hour 
working day would record an output 
of 194,400 bottles. 


The new plant is of cement block The machinery just acquired is 


a Meyer Dumore Syn-Cro-Mix bev- 
erage filling system. The whole lay- 
out comprises a deaerator, a syn- 
crometer for measuring the pro- 
portions of the mix, a Carbo-Cooler, 
ounty and a bottle cleaner, filler and crowner 
» company also has installed an 
iutomatic case unloader 


Gair Company Appointments 
George E. Dyke, president of 
pa Fe Robert Gair Company, Inc., New 


York, manufacturers of folding 


Cola Company of Canada Ltd., in 


cartons, paperboard and shipping 


its plant at Outremont, Quebec. The 


containers, has announced the elec- 

tion of David H. Ross as president 

treal area. | 
and general manager of Gair Com- 


Pepsi-Cola The capacity of the new system pany Canada Limited, Toronto, 


Pepsi-Cola formerly was trucked is as follows: Minimum: 
in from Toronto and Windsor. tles per minute; Normal: 


280 bot- Canada, a wholly: owned subsidiary 


336 bot- of the Gair Company. 





“Power-Package” Unit 


<= L 
for Roller and Belt Conveyors Cp 
L] |e | Ss pecif 


y 
AMERICAN 


The Standard 
HANDI-DRIVE 


His self-contained drive unit provides tractive power 
for any gravity conveyor—belt or roller. Converts pres- 
ent conveyors to live roller or belt — quickly at low cost. 
HANDI-DRIVE Bulletin No. NB-81 gives complete 
information — how to apply to present conveyors or plan 
new system with standardized units — straight, curves, or 
inclines. Write for copy today. 


STANDARD CONVEYOR COMPANY, NORTH ST. PAUL 9, MINN. 


SEND FOR 
HAND!-DRIVE 
BULLETIN 


RAVITY & POWER 
CONVEYORS 





ED 
packing pre -AsseMelt 


ARTITION 


© Speed up case loading. 

© Reduce breakage. Minimum bottle 
movement 

© Low cost per trip. Re-usable 

® Save labor costs. 

® Save shipping weight over wooden. 

® Save overall case size. 


® Help point-of-sale display. Cleaner, precision 
die-cut, water, repellent. 


TLeJ/LLcaumn 
PARTITION CORPORATION 


3043 N. 30TH ST. UPTOWN 3-5100 MILWAUKEE 10, WIS. 
Eastern Plant and Sales Office: Bound Brook, New Jersey 
Bound Brook 9-3100 
Western Representative: Seaman Heymes Co. — Exbrook 2-3244 
Merchants Exchange Building, San Francisco 4, Calif. 
Midwest Sales Representative 
767-73 Milwaukee Ave.. Chicago 22, Ill. — Monroe 61962 
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Family heads—the women, that is 
—were sampled in their homes... 


”~ 
G ARANA,” is here! 


The product, otherwise known as 
the “pep flavor from Brazil” re- 
ceived a solid send-off in the U. S. 
market early this year through a 
well-planned, concentrated sampling 
drive that took it into homes, offices, 
factories and schools in one of 
the country’s toughest markets. 
And the people liked it! 

The unique flavor, a top Brazilian 
favorite for many years, was intro- 
duced by the Bieber Polar Company 
of Worcester, Massachusetts, which 
plans to franchise it eventually 
inder the name of “Rio Rico.” 

The “Guarana” introductory test, 
coupled with a naming contest, was 
North Brookfield, 


Massachusetts a town of 3,500 


conducted in 


population selected because (1) its 
own business establishments are 
not subject to large city market in- 
fluences, and (2) it is generally re- 
garded as a hard market to crack. 
New Englanders are well known for 
their cautiousness in accepting new 
North Brookfield’s 


inhabitants are prime examples. “If 


products, and 


it sells here, it will sell anywhere,” 
was the feeling of the company. 
Significantly, the test was of one- 
week duration, and held amidst an 
8-inch snow storm and freezing 
weather. 

Free bottles of “Guarana” were 
distributed among the homes in 
North Brookfield, a carton of 6- 
bottles to each home. All school chil- 


dren eating their lunches in school 


August, 1951 


Big Sampling Drive Introduces 
“Rio Rico” —Brazilian Flavor 


. while youngsters got theirs in classrooms. 


also were provided with free ‘“Gua- 
rana” daily, as were workers in 
industrial plants and offices. The 
sampling also was conducted at spe- 
cial events, such as Teen-Age Can- 
teen Dances. 

Fastened to each bottle offered 
for sampling was a bottle-neck card, 
describing the beverage, and con- 
taining a blank upon which a sug- 
gested name could be written and 
returned to the Bieber Polar Com- 
pany. It was from this contest that 
the catchy “Rio Rico” name was se- 
lected. 

Blanketing inhabitants of North 
Brookfield with free “Guarana” was 
not what the company was looking 
for, of course. So, one week after 
the sampling distribution was made, 
a market research survey was con- 
ducted in the area to determine 
whether the drink was liked and 
whether it would sell. These were 
the main findings: 

Of the 290 persons in all age 
groups who tasted the Brazilian 
drink, 59.3% said the drink was a 
good one. Significant, especially, 
were the replies of the heaviest con- 
sumers of soft drinks. Of those who 
drink at least one bottle per day 


even in cold weather, 60°, said it 
was either a “good” or “excellent” 
drink. When asked if they would 
buy this beverage when it was 
placed on the market, 65.3°7 said 
they would. Most of the consumers 
sampled, furthermore. said they 
liked both the taste and flavor of 
the beverage—although many de- 
clared it was different. 

That a majority of consumers, in 
a tough market, expressed a liking 
for and a willingness to buy a new 
and different soft drink was indeed 
surprising. But perhaps no more so 
than the manner in which it came to 
be intfoduced. 

A few years ago William A. Beltz, 
Foreign Trade Consultant of the 
Worcester Chamber of Commerce, 
toured Brazil in hopes of drumming 
up some business for local manu- 
After 
popularity of 
there, he interested Bieber Polar 
President Dennis M. Crowley in its 
U.S. possibilities. It was Mr. Beltz’ 
feeling that if properly introduced 
into the U 
larity could be attained. The intro- 


facturers. observing the 


strong “Guarana” 


. S. market, similar popu- 


ductory test has only served to 


strengthen this conviction 
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more flavorful 
soft drinks... 


Cerelose and Puritose are 
registered trade-marks of 
Corn Products Refining Company 
New York, N.Y 


CERELOSE 
make it with dextrose 
CERELOSE 


BOTTLERS know that more flavor comes 
through when CERELOSE is used in the 
syrup blending. CERELOSE is dextrose... 


a natural sugar found in mature, well- 
ripened fruits. PURITOSE 


For uniform quality corn syrup specify 


BRAND 
PURITOSE. 


CORN SYRUP 
CORN PRODUCTS REFINING CO., 17 Battery Place, New York 4, N.Y. 
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Indicative of Pepsi’s push 
Ist Year's Score: for automatic merchandis- 
600 Vendors ing volume is the activity 
of the parent-owned plant 
at Alexandria, Va., which, in a little over a year, has 
covered a 3-county territory around Washington, D.C. 
with some 600 coin coolers. About half of these units, 
largely Mills Industries (Chicago) 65’s and 120’s, are 
in standard industrial and retail outlets, but the big 
boom has been in the numerous military locales that 
dot the area around the nation’s capitol. The line-up 
includes Bolling and Andrews air force bases, the 
army’s Fort Myers, the Naval Receiving Station, Gun 
Factory, etc., and many military stops are serviced 
twice daily in contrast to civilian outlets, which are 
twice-a-week stops. The Pepsi-Cola Bottling Co. has 
also installed machines in a number of “dry” local drug 
stores, which follow a practice of using compact ven- 
dors in lieu of space-consuming fountains to supply 
thirst-quenchers to their customers. 


It's not too late to check 
National Parks Outlets into the summer automatic 

merchandising potential in 

those areas administered 
by the Dept. of the Interior’s National Park Service, 
which draw heavy tourist patronage during the vaca- 
tion season. While this agency is generally thought of 
only in connection with the 26 National Parks in the 
continental U.S., it also supervises 173 other areas of 
possible interest to bottlers, including those designated 
as National Monuments, National Recreational Areas, 
etc. To meet the needs of visitors to such sites, the 
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© SERVICING 


_@ NEW MODELS 


National Park Service has granted concession rights 
to private concerns operating in some 66 of these 
locales, ranging from lodging and_ transportation 
facilities to souvenir shops, bath houses, etc. No 
figures are available on drink machine operation, but 
it’s estimated that there are only about 33 soda foun- 
tains in these sites, operated as part of general con- 
cession contracts. Donald E. Lee, Chief of Concessions 
Management for the National Park Service, told the 
“Cooler Corner”: “The installation and providing of 
such (vending) machines as may be considered desir- 
able or necessary for public use is done by a conces- 
sioner in accordance with his contract or permit with 
this Department. The placement of machines is restric- 
ted to the buildings or land which the concessioner is 
authorized to use under his contract or permit, and 
such locations are under the general supervision of 
this Service.” 


* * 


Newest addition to the line 
of coin coolers built by the 
Vendorlator Mfg. Co 
(Fresno, Cal.) for Coca- 
Cola bottlers is the “VMC 139”, an all-manual model 
With the sole electrical parts in its refrigeration sys- 
tem, the machine is actuated when the patron pulls a 


New Vendorlator Model 


lever, and it also incorporates a manually-operated 
coin changer, which accepts nickels, dimes, and quar- 
ters. This vendor also makes use of an air pressurized 
coin control compartment. Warm filtered air is forced 
up into this area of the cabinet and out through 
openings at the coin insert, vending chute, and bottle 
opener, keeping out dust particles and eliminating the 


101 








Not a single month goes by but what more 
alert bottlers (like those listed below) join the 
growing Frostie Family! 


Frostie Bottling Co. of Albany, Inc. 
(Grapette Bottling Co.) 

1701 Broadway 

Watervliet, New York 


Booth & Shontz Bottling Co. 
West Pine St. 
Philipsburg, Pennsylvania 


utter | . hy } franchi pat 


sells itself to everybor 
DOES JUST THIS. Fr 


REAL THING 


FROSTIE 


OLD FASHION 
ROOT BEER 


tHe FROSTIE com 
pauTimoRE 28, 


Sounds 9° 


ground 
NAME 


FIRM 


——<— 
——_o 
ed 


ae 


PANY 
ARYLAND 


t 
abovt ! 
a want se knoe Ore 
we 
od, but 
mi 


Vil talk to h 


ADDRESS 


CITY 


MAIL COUPON TODAY! 


formation of condensation and moisture in humid 
climates. The VMC 139 holds 139 Cokes in its carrier, 
utilizing an adjustable pre-cool feature. In addition to 
this new machine, Vendorlator is also turning out its 
fully-automatic 10-case “242” and the small “27” and 
“Dual 27” for Coca-Cola licensees. 


CANADA DRY | 
” CHERRY 
=) 
ae | 


“CONVERTED” COIN COOLER 


At this bustling boardwalk restaurant in Coney Island, N. Y., 
a Vendo (Kansas City) V-83. designed to dispense Coca- 
Cola, has been adapted by the location-owner to feature 
Canada Dry Orange and Cherry. 





Latest report on drive-in 
Ozoners Try Cafeteria movie theatres shows that 
Service such sites enjoyed a fab- 

ulous growth during the 
past few seasons, zooming from 743 ozoners in 1948 
to a present 3,323, when NPA amusement construction 
curbs halted further expansion. As previously pointed 
out in these columns, thirst-quencher sales per patron 
are frequently higher here than in indoor houses, since 
concession stands carry a wider range of snacks to 
serve appetites whetted by the open-air atmosphere 
While the dime beverage price has long been standard, 
many outdoor cinemas have successfully plugged “big’’ 
drinks at 15 cents, and the Sunset Drive-In, near 
Martin, Tenn. (handling Coca-Cola, Missien, and Dr 
Pepper ) offers a 24-oz. drink for 20 cents. A recent mer- 
chandising trend in some of the newer ozoners is the use 
of a help-yourself cafeteria system (in lieu of the usual 
counter service) as a means of speeding-up refresh- 
ment sales during the brief intermission periods, when 
patrons leave their cars and converge on the eatery 
building. Such a set-up, in addition to registering more 
gross business in a shorter time, pulls more impulse 
purchases and hence accounts for greater sales per 
patron, while it requires less skilled help than stand- 
type units. Frequently included as a fixture is a cooler, 
generally positioned last in the cafeteria line (just 
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|choose them with confidence... 


they’re the best you can buy 
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DREW LUBE not only holds bottle breakage 
and conveyor break-down to a minimum... it 
also keeps bottles and parts sparkling clean! 


DREW LUBE—the most efficient and econom- 
ical conveyor lubricant—gives super slippage 
and longer mileage, eliminates bottle and con- 
veyor friction, assures smooth, trouble-free 
operation. 


DREW LUBE DISPENSERS, famous for their 
“eye dropper” control, are available to users 
of Drew LusgE. Call the Drew Man today or 
write for Technical Bulletin L-73. 


SPECIAL PRODUCTS DIVISION 


E. F. DREW & CoO., Inc. 


Boonton, New Jersey 


DREW LUBE 


for UNINTERRUPTED 
CONVEYOR OPERATION 


Cleans while it lubricates 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 











Check These Additional Advantages 


@ Prolongs life of conveyor system! 

@ Uniform film protects chains! 

@ Lasts longer, goes further, saves more! 
@ Retards formation of calcium salts! 

@ Won't clog dispensing lines! 
@ Provides a linkage cushion... prevents jerking! 


@ Can be used in all types of dispensers! 


DREW 


PRODUCTS 


NEW YORK @ CHICAGO @ BOSTON e@ PHILADELPHIA 
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before the cashier) so that soft drinks, which are one 
of the most popular sellers, will only have to be carried 
a short distance before checking out. This serve-your- 
self method is employed at the Fresh Pond Drive-In, 
Cambridge, Mass., where Bireley’s Orange and Grape 
are featured. With about 275 outdoor cinemas in oper- 
ation, Texas ranks as No. 1 territory for drive-in 
theatres, while N. Car., Ohio, Cal., Pa., and N.Y. all 
have better than 100 ozoners, and some cities, such as 
St. Louis, are already regarded as “saturated” with 
this type of warm-weather amusement. A_ limited 
number of candy and cigarétte vendors have been used 
in some of these sites, and one circuit has been mulling 
over the idea of employing a soft drink machine to 
handle drink sales where the patron only wants that 


one item and does not care to stand in line. 


“BREAK” BUILDS SALES 


“Break” periods, during which factory workers are 
allowed time out for refreshment, provide peak traffic 
for vendors in industrial sites. In Gastonia, N. C., the 
Double-Cola bottler is boosting volume by spotting 
Ideal (Bloomington, Ill.) coin coolers in industrial 
plants, and making the product available in outlets 
where it would not otherwise be sold. 





Some details of the research 
Sanitation Study undertaken on cup pewnaing 
machine sanitation at Mich- 
igan State College are car- 
ried in a report titled “Sanitation of Bulk Drink Vend- 
ing Machines” by W. L. Mallman and R. J. Harley of 
that institution’s Dept. of Bacteriology and Public 
Health. Financed by the Cup Vending Committee of 
the Natl. Automatic Merchandising Assn. (NAMA), 
the initial phase was confined to carbonated beverages. 
Data gathered by the study is designed to simplify the 
development of standard municipal regulations for 
the installation and operation of bulk vendors, while 
an evaluation of sanitation problems has influenced 
cup machine design and operation. Testing 23 well- 
known syrups, it was found that cup vendors followed 
fountain experience, namely that syrup is self-sanitiz- 
ing. Three machines were located for public use in the 
school’s Bacteriology Building and spotted in an “un- 
desirable” site where they would be subject to dust 


contamination. Analysis showed that the vending area 
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"“Filpace” 
STAINLESS STEEL 


TANKS 


for Storage-Mixing 


Sizes: 30 to 1000 gallons. 
Styles: vertical, horizontal, 
squat, and specials to meet 
your Specifications. Many 
standard sizes in stock for im- 
mediate delivery. Sturdy, dur- 
able construction. 


Other "Filpaco” Prod- 

ucts: syrup and water 

filters, portable agi- 

tators, sanitary transfer 
pumps, conveyors, sanitary fittings, tygon tubing, 
stainless steel smallware, filter paper, filter cloth, 
asbestos filter pads. 


Write for Bulletin SST today! 
FILPACO INDUSTRIES 
The FILTER PAPER CO. 


2414 S. Michigan Ave. Chicago 16, Ill. 





is to INCREASE 
TRAFFIC —7 


7 
by offering a 
CHOICE of 
flavors—-~ 


to satisfy the 
appetites of 
more thirsty 


CUSTOMERS-~ ‘iT rp 


IDEAL -Secectiuc” VENDERS 


invite added traffic—they offer a choice of 
up to 8 flavors ... easily chosen, attrac- 
tively displayed and appetizingly clean. 


Mode! 70 -8 


@ Only One Moving Part @ Counter-Balanced Lid @ Large Capacity 

Pre-Cooler @ Dry Cold @ Simple Easy Loading @ Baked High-Gioss 

Enamei Finish @ ““Manualmatic’ Coin Unit and Changer Available 

a Unique Package Type Refrigeration System @ 3 Models For Every 
cation. 


IDEAL DISPENSER CO. 
Dept. 116 BLOOMINGTON, ILL. 
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uf { Reasons for 
duccerd of 


@ SUN SPOT 


QUALITY OF BEVERAGE 


Bottlers, Dealers and Consumers 
all say, "SUN SPOT IS 


i 


Proportionate appearance of 
7 oz. & 10 oz. bottles 


THE MOST 
DELICIOUS 
ORANGE 
DRINK 

ON THE 
MARKET." 


complete details regarding 
SUN SPOT Franchise, write to: 


SUN SPOT COMPANY OF AMERICA 


1520 RIDGELY STREET, BALTIMORE 30, MD. 


Was protected by germicidal lights and serving doors 
on the dispensing ports. Two of the vendors, operated 
without 
valves, and delivery spouts, showed a zero count. How- 


for over a year cleaning the tanks, lines, 


ever, it is suggested that, from the standpoint of good 


Sanitation, operators should overhaul, clean, and san- 


itize their machines every 6 months. 


In Bismarck, N. D., the 
City Bottling 
which holds fran- 
both Coca-Cola 


has adopted a two-pronged sales policy in 


Coke Vendors, 
Nehi Coolers 


Capitol 
Works, 
chises for 
and Nehi, 
marketing these products. Only Coke is dispensed via 
single-drink machines are 
Vendo (Kansas 
(Springfield, Mass.) and Ven- 
The plant’s line of Nehi flavors is 
featured in open-top manual coolers, which also stock 
Sell reports that the firm’s 
top outlets have been schools and gas stations, and he 


variety of 
Mills 
Westinghouse 


vendor, and a 
utilized, 


City), 


including (Chicago) 


dorlator (Fresno). 


Coca-Cola. Manager J. P. 


notes that where Capitol City Bottling’s single-brand 
vendors are located in sites housing competitive coin 
Coke 


total sales 


coolers, the machines are racking up about 85% 


of the 


As one means of discourag- 
ing rough vendor treatment 
at the hands of the public, 
Rudd-Melekian, Inc. (Phil- 
combination hot 


Ode To A Patron 


adelphia), which manufactures a 


coffee and cold drink cup machine, has resorted to a 
which 
this 


poetic appeal. Firm has printed a small sign, 


shows a patron shaking a vendor and carries 
rhymed advice: 

“If a cup will not come out, 

Don’t pull or tug or strain; 

That won't deliver you a drink, 
‘Twill only cause me pain.” 
To this is affixed a phone number and address whére 
the operating concern can be reached for service and 
a refund. 
observa- 


Some interesting 


Fusters Veuts tions on vending in indus- 
trial locales can be found in 

a recent titled 
Worker”, a study of in-plant 
feeding procedures issued by the Paper Cup and Con- 
Institute. Based on replies received from some 
240 companies around the country in Nov., 1950, 171 


reported that they utilized vending machines to sup- 


pamphlet 
“Feeding The Factory 


tainer 


plement or provide food facilities for their employees, 
with soft drinks heading the list. 118 of the respond- 
ing concerns contrasted current automatic merchan- 
World War II peak periods, and, 
while just as many plants (65) now had coin coolers 
as during that era, the number with cup vendors had 
32 to 64 


dising with their 


doubled from Among plants planning an ex- 
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DrPepper 


prtable C oolers..Now Ready/ 


Shipment of your brand-promoting 
coolers, in your own color and embossed with your official trade 
mark, can be made immediately. We have both sizes in stock. 


Above 

MODEL A-1 
Holds 32 6-o0z. or 
24 12-02. bottles in 
ice. Has food tray 


Left 
MODEL A-2 


Holds 21 6-0z. or 
18 12-02. bottles in 
ice Has food tray 


re's Pro 


the 
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fit in Progress! 


They're a cinch to sell . . . particularly to the thousands who 
travel to remote, inaccessible spots where only these coolers 
assure them of your ice cold drinks! 

Get your full share of this extra profits market . . . 
profits from the sale of coolers and profits from drinks 
you would not otherwise sell. Order today . . . or write 
for details to Progress Refrigerator Company, (estab- 
lished 1906), Louisville 1, Ky. 


WRITE FOR FREE FOLDER 


ICE REFRIGERATORS... BEVERAGE COOLERS 
PORTABLE COOLERS... WATER COOLER 








FIVE WAYS DURAGLAS 
SYNCRO-FLASH FINISH 
CAN BENEFIT You 


Because our products are made to carry vention, it has been constantly refined 
your products to market, we are always through Duraglas Laboratory research. 
seeking ways to make them serve you The Syncro-Flash Finish, and many 
better. Thus Owens-Illinois developed other advantages, are enjoyed by buyers 


the Syncro-Flash Finish. Since its in- of Duraglas Beverage Bottles. 


The Duraglas Syncro-Flash Finish gives you: 


2. 


Curved inner lip permitting quick, 
easy passage of filliig tube 


f, 


’ 


Greater resistance to chipping on 
the finish, the most vulnerable part of 
the bottle 


4. 


Accurate locking ring, 


oY 
5. 


k . \ fast filli Even distribution of 
sn ing positive seai ona as Thing gloss throughout finish. 
ine 


Smooth, accurate sealing surface 
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pansion of their on the-job food services, the vending 
machine was fifth in frequency as a medium, and 25 
companies definitely hope to cover more workers in 
that way. The report also observes that: “Plant man- 
igers are losing their fear that vending machines will 
disrupt production. Many of those queried frankly 
admitted they were skeptical before the war, but 
found the machines did not draw employees away 
from work.” The most significant advance is in per- 
mitting vendors on the factory floor, where workers 
can go whenever they please Piecework plants, who 
pioneered in free access to automatic merchandisers 
at all times, are convinced that employees produce 


more when they can eat at will 


Ramifications of the nickel 
Subway —s price squeeze on the high 
guarantees and top com- 
mission (30%) paid by 
firms operating cup equipment in the N.Y. City sub- 
Way system can be found in two recent developments. 
In an effort to provide more vendor volume, the Board 
»f Transportation has okayed trial installation of drink 
vendors on certain station platforms—in addition to 
the mezzanine sites originally covered by the basic 
contracts. (Vendors had been previously banned from 
such areas, as it was felt that platform patrons might 
carry thirst-quenchers aboard the trains and douse 
other riders.) Meanwhile, one of the operating con- 
cerns, Chick’s Drinks, has taken to radio advertising to 
call public attention to its 180-odd cup units in the 
IND line. Firm is sponsoring a Saturday night 25-min- 
ute recorded music show on a local station, titled 
“Subway Serenade.” This is believed to be the first 
time cup vending took to the airwaves to hike patron- 


aye 


With its product sold 
$1.40 Wholesale, 
10c Vend 


vending locations at a 
wholesale price of $1.40 
per case, all of the coin 
coolers spotted by. the Nesbitt Bottling Co.,in the San 
Jose, Cal. territory are geared to dime operation. Some 
two dozen selective units are currently in operation, 
including 38 Ideals (Bloomington, Ill.), 7 Roulettes 
(Kansas City), and 3 Americans (Los Angeles). Bot- 
tler D. R. Bryan told the “Cooler Corner” that the 
machines pull their major business in industrial out- 
lets, and he observes that they do very well against 
single-drink coin cooler competition, racking up about 
65 of the total soft drink trade for Nesbitt’s in such 


spots 


With recent Hires advertis- 
ing keyed to summer relax- 
ation and the ‘theme that 
“You can get Hires just 


about everywhere”, one of the illustrations in a full- 


Hires Ad Plugs Vending 
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NEW 
ELECTRIC 


“CS” and “Y” 
ELECTRIC 
PRODUCTIMETERS 
The answer to ail 
electric counting 
requirements 


Two Companion Counters . . . Two Sizes ... 
Hi-Speed... Accurate... Long Life...Totally Enclosed 


Speeds of 1000 counts per minute. Both counters give 
maximum readability. Design fits all mounting conditions 
+ « « panel mounting or base mounting. Hardened steel 
working parts for long life and dependability. 

New type case for compactness, rigidity, and protec- 
tion against dust and moisture conditions. Operate accur- 
ately over | wide current fluctuations. 


write for | DURANT MANUFACTURING CO. 
“New 1920 N. Buffum St. 120 Orange St. 
Electrics” Milwaukee 1, Wis. Providence 3, R. | 


Bulletin Representatives in Principal Cities 


PRODUCTIM ETERS 
cunt Everything 





SINCE 1879 





COOLERS 


for efficient WET or DRY operation 
5-Sided refrigeration: 
5-Year Warranty on compressor at no extra cost. 
Saves you $5.00. 


24-CASE BEV-MASTER 6-CASE BEV-FOOD 
Write for literature and prices 
¢ MANUFACTURING CORP. 
E.. Kibby St. Lime, Ohio 


meriva 8 Largest Manufacturer of Private Krand Kefrigerators 


6-CASE BEV-COOLER 


Trademark Reg. U.S. Pat. Of 


START BOTTLING 
KayO 
~% w 


Cash. in on this 
popular sure profit, “am 
year ‘round beverage 


KAYO... the leader 
in Chocolate Drinks for 
over 25 years 


CHOCOLATE PRODUCTS 60. 


415 WEST SCOTT STREET, CHICAGO 10, ILLINOIS 








page Saturday Evening Post ad display included a cup 


vendor. Part of a panel sequence showing the Hires 
Ls) Case Beverage Truck barrel, fountain dispenser, and carryhome carton, the 


ce cup machine is shown being patronized by two tennis 
WITH 10 2 ee 


players. Copy notes that the drink can be obtained 
“Where you shop or play .. . at fountains and stands 


. at vending machines.” 


Easy Operation 
Avoids Spillage 


Something new in the way 


And Breakage ; . Moving Message On of a point-of-purchase ad 


@ SAVES TIME—Free-rolling . Machines device on drink vending 
ps ay come poh Bs machines is currently being 
roller art 
enon, et Seem tial i . tested in New York City by the Metropolitan Pepsi- 
ing ti 
@ SAVES MONEY — Top Cola Bottling Co. This plant has adapted Mills 120 
pd ha [ae bese coin coolers to incorporate “Flash-O-Graph” units, 
oe So ae aes " moving-message signs on endless perforated plastic 
and breakage Ms 

ASTS LONGER — Tough ‘ ; ‘ 
poe ghee pine gl the device housed on the front of the vendor cabinet, 

tak h J J + 

Toole, oan yours and , a message is repeated about five times a minute, and 
yeors of extra service 
ORDER TODAY FOR EARLY . ev 
DELIVERY! Z of passers-by and up impulse sales. The message tape, 


which has space for a line of about ten words (DRINK 
MODEL 79 ICE COLD PEPSI-COLA ... MORE BOUNCE TO 


THE OUNCE) can be readily changed, either to tie-ir 
MOELLENBROCK & WILKE can readily changec i , 


with local bottler promotional drives or to herald a 
DEPT. S-3, WASHINGTON, MISSOURI 


tape that passes before an illuminated window. With 


the Flash-O-Graph is designed to draw the attention 


safety message or special plant announcement to work- 
ers in an industrial location, etc. Major use of this 
type of ad on vendors has been in air terminals where 
the device calls attention to insurance vending 
machines 


Out on the West Coast, the 
P Drink-Master Corp. (Bev- 
Hot & Cold Drink-Master : 
erly Hills, Cal.) is readying 
a new cup vendor aimed at 
the hot-and-cold bulk beverage market. Successor to 





delici pe 4 Interstate Associates, this firm formerly produced a 

RA Re! ~— unit dispensing coffee and hot chocolate. The Drink- 

now bottled by over 250 bottiers with phenomenal M: a - ves, i _ 

tend profitable) cules. Write tedep—-franchiocs Master is a four-drink vendor, since it not only offers 
available in many territories. I atr ‘ ; 7 : 

fies Galles te, Gamubties tn evden? the patron a choice of these two hot beverages, but 


A. J. LEHMAN CO. 2!2 Sycemore st. 


Cincinneti 2, Ohio adds two cold non-carbonated selections, such as orange 








and grape. With a 750-cup capacity, this machine will 
probably feature a dime drink price, and it can utilize 
a National Rejectors coinchanger as optional equip- 
ment. At present, cup vendors which dispense coffee 
and a single carbonated cold drink are being marketed 
by Rudd-Melekian, Inc. (Philadelphia) and Indevco, 


@ THEY ARE PURE Ti Inc. (N.Y.) Most of the multi-flavor soft drink cup ma- 
@ SMALLER QUANTITY REQUIRED IT chines can be adapted to vend hot chocolate as a selec- 
@ REDUCE DUTIES AND : tion during winter months 
FREIGHT COSTS 
@ REDUCE COSTLY DELAYS 
IN WORK 
ODORLESS AND TASTELESS 


we. It’s Variety with a capital 


Vends 10 Bottled Brands 


matic merchandising activ- 


‘V” that describes the auto- 


Ry wines | vy-« E- KOHNSTAMM Jac 


. ities of the Orange Crush 
329 Canal St., New York (3, N.Y., U.S.A. 7 7 a ee 2 ots ‘ 
Double Cola Bottling Co. of Gastonia, N.( Sales Man- 


1907 
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ager John C. Peden reports that this plant is currently 
vending a lineup of some 10 products, including : Double 
Cola, Orange-Crush, Cheerwine, Nu Grape, Old Colony 
Peach, Grape, and Strawberry, Milkway Orange and 
Lemon Ginger Ale, and a Chocolate drink. With most 
of its volume obtained through industrial stops and 
gas stations, the plant believes in matching its: coin 
coolers to the potential in a given site, and it tailors 
all 3 sizes of the Ideal (Bloomington, IIl.), including 
Models 55B, 70B, and 300B, to the individual location 
Orange-Crush—Double Cola Bottling sells all equip- 
ment outright to the outlet, and vendors are geared 
to operate at the nickel level 


National Rejectors, Inc 
in The Vending Chute (St. Louis) has now passed 

the 100,000 production 

mark for its built-in Coin- 
chenger, most widely used in both bottle and cup soft 
drink vendors General Vending Machine Corp 
(Chicago) has shipped 10 of its “Selecto” coin coolers 
to the Pepsi-Cola plant in Havana. Machines accept 
both Cuban coins and tourists’ U.S. nickels . Two 
dozen Spacarb (Stamford, Conn.) 1000-cup 4 drinkers 
are being installed in the government arsenal at Milan, 
Tenn Coca-Cola Bottling Co. of New York, with 
a summer saturation program on TV for the summer, 
is using a filmed commercial on many of its shows 
featuring a 10-case Westinghouse (Springfield, Mass. ) 
bottle vendor The 10 cent drink price, in vogue 
for the past two seasons at the Sodamat in New York’s 
Coney Island, a store locale with wall-type cup vendors, 
has reverted back to the nickel level this summer .. . 
Dr. Pepper distributor at Lawton, Okla. has spotted 
single-drink coin coolers at nearby Ft. Still army 


base... 











REAL CHOCOLATE 
CARBONATED SODA 


100% 
GREAT 


Selis Great e Tastes Great 
e Repeats Great 


FUDGY is good, and easy to 
bottle. No Cooking! No Steri- 
lizing! No Pasteurizing! It’s 
a rich bubbly chocolate drink 
you bottle on standard 
equipment. Investigate the 
FUDGY franchise. Your 
inquiry will bring all the 
facts on a great, new, money 

making drink. Write today 


FUDGY, INC. 


302 S. CENTRAL AVE. @ BALTIMORE 2, MD. 





STAR 


The World’s 


TRADE MARK REG. 


crm STATIONARY 


REMOVED 
SHOWN 
st VEw 


HOW IT WORKS 


BOTTLE 
OPENERS 


Eliminate loss of 
bottles and contents. 
Prevent danger to 
the public. 

Have long life. 


Brown Manufacturing Co., Inc. 
NEWPORT NEWS, VA. 





a 


WRITE, WIRE 
OR PHONE 
TODAY! 


DAD'S 


2800 NW. Talman Ave 
Chicago 18, Ill 





ROOT BEER CO. 


BE 
A FRANCHISE C ERRITORY! 
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P. O. P. Advertising That Stays 
With The Product 








Most point-of-purchase advertis 
ing stops working on the consumer 
But with 
AD-BAGS, the advertising goes 
AD-BAGS 


are simply kraft bags such as com- 


once she leaves the store 


along into the home 
monly used in grocery and food 
stores, imprinted with the advertis 
er’s message and package identifica- 
tion While 


have been widely used, 


relatively new, they 
espec ially 
in the soft drink industry, with the 
Long Island City Pepsi-Cola plant 
already using almost 18 million 
bags, and other Pepsi bottlers in 
approximately 18 States also em 
ploying the medium 

Among other bottlers using this 
novel and versatile form of adver- 
tising are White Rock Corporation 
(in Dayton, Detroit and Miami) 
and Charles E. Hires Co. (in Akron 
and Cleveland, Ohio Nehi Corp 
is using AD-BAGS for its Par-T- 
Pak ginger ale in Chicago; Canada 
Dry has used them throughout the 
State of Connecticut and in several 
Florida cities 

AD-BAGS, of course, are not con- 
fined to soft drinks, but are being 
used by many other national, se 
tional and local advertisers. Among 
them are a major New York news- 
paper, a dog food manufacturer, a 


mayonnaise maker, a _ household 
starch producer and many others. 
The medium is a novel advertis- 
ing and merchandising tool 
tional Bag Advertising, Inc 
advertising space on grocery bags 


they sell the space only and 


112 


not the bags, which means that the 
advertiser is spared distribution 
headaches as well as conserving on 
the costs for arranging their own 
grocery bag advertising pregram. 
The company spent about a year 
b: fore ever soliciting an advertiser 
n setting up what is believed to 


be as close to fool-proof an arrange- 


“AD-BAGS” 


ment as possible. It attempted, and 
Suct essfully, to preserve the one 
factor believed essential to the suc- 
ess of such an operation, and that 
is to leave undisturbed the normal 
flow of the paper bag industry 

The mechanics of its plan are 
simple—the particular mill involved 
in any order does the printing on the 
bags which they sell to their regu- 
lar paper distributorsas part of their 
regular allocation. The paper dis- 
tributors in turn sell the AD-BAGS 
to the regular kraft bag purchasers. 
Both the paper distributors and the 
grocers are paid for using AD- 
BAGS so that they are encouraged 
When an 
order is received from a certain 


to sell and buy them. 
city, the paper distributor in that 
area handles the order; he deter- 
mines the size bags on which the 
ads will appear, as he knows what 
sizes are in greatest demand among 
his customers. 

AD-BAGS are non-competitive. 
They are not sold to advertisers of 


They're ordinary kraft grocery bags carrying advertising in two colors. 
The advertiser buys only the space on the bags (through National Bag 
Advertisers, Inc.,). Bag distribution is made through local paper jobbers 
to retail grocers, and is guaranteed and controlled. 
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competing products for simultan- trading area. Advertisers. are 
eous distribution in the same mar- billed when the bags are manufac- 
ket. tured and shipped to the paper 
jobber or jobbers in the city of 


From the advertiser’s viewpoint, egy : age 
distribution. National Bag Adver- 


the medium can perform a worth- ; ; 
: tising, Inc., whose address is 14 
while service at relatively little cost. 


West Glenside Avenue, Glenside, 
AD-BAGS are seen by the shopper 


Pa., will gladly answer all requests 
‘ > > is s > » store . _— P 
while she is still inside the store for information on the use, cost 
making up her mind to buy. She and availability of AD-BAGS ad- 
sees the ad when she makes her pur- vertising in any section of the 
chases at the produce section, and Uuited States. 

again at some meat, dairy, and dry 

Barry-Wehmiller Buys 


Ermold Co. 


grocery department while in a su- 
permarket. In independent stores, , 
it is never too late to influence the ] The Barry-Wehmiller 
Machinery Co., St. Louis, Missouri, 
has announced its recent acquisition 
of all physical assets of the Edward 
Ermold Company of New York, ex- 
when she unpacks the groceries and cept land and buildings. Very few 
still again when she reuses the bag, changes are contemplated in the 


shopper’s impulse to buy with AD- 





BAGS. The advertising message fol- 


lows her home and she sees it again 


DRINK DISPENSER FEATURES 
EASY FILLING, CLEANING 


A new electrically-refrigerated drink 
dispenser features a removable bowl 
three impressions, which means that ity control procedures and services. for — Seay one Se Se 
Henceforth, this business will be tary cleaning. introduced by Majes- 
: aor a tic Enterprises, Ltd., Los Angeles. 

handled in the existing offices at it has a 234 gal. capacity, offers 
652 Hudson Street, New York 14, 100% visibility, and is equipped 
Ton om ie : " Cie with self-contained, heavy-duty com- 
New York, and will be known as the pressor motor. Thermostatically con- 
trolled to maintain an even tempera 


as most housewives do. Each AD- personnel or methods of operation 
BAG then makes a minimum of except for the addition of new qual- 


the advertiser gets at least 18 im- 
pacts for a penny, as AD-BAGS cost 
$1.40 and $1.60 per thousand, re- 
spectively, for one and two - color Barry-Wehmiller Machinery Com- 
advertisements. Minimum order is 


pany, Edward Ermold Division. ture of 40° F., it requires only 13” x 
500,000 AD-BAGS for any city or The Barry-Wehmiller Machinery 14” counter space. 





Yoo-Hoo 


CHOCOLATE 
BEVERAGE 











Makes 


Repeat Sales 


OF- Year round profits are 


yours when you distribute 


\ HANSEN Yoo-lloo. For this deli- 
SALE ¥ ONE-HAND | cious chocolate drink. 


ADVERTISING’ wit TACKER served hot or cold, has 


the kind of flavor and 


POSTERS POINT-OF-SALE ADVERTISING is installed way Gar ee Be 
SIGNS neater, faster, in more outlets—with the 12-month favorite. 
HANSEN one-hand Tacker. Zip! Zip! Fast as bi s 
PLACARDS yous grtp--tt dibeas Tlned Tasks or tno-petuted Write for complete details of 
aa” tackpoints. Holds 84 to 140 staples per loading. the Yoo-Hoo bottling fran- 
Extensively used by national advertisers, job- chise in your territory. 
INDOOR bers, distributors, bottlers, for timely, effective 
an tacking of all types of indoor and outdoor point- ; | 
POSTING of-sale materials. With Hansen, sales flow more ; 
freely. REQUEST BOOKLET 
STREAMERS a t ween ae Oo bAUT URS Ttth YOO - HOO CHOCOLATE PRODUCT 
COVERING devs: - : ! City National Bank & Trust Co. Bldg. 
PANELS 5056 Ravenswood Ave., Chicago 40, Ill. ; Room 404, Hackensack, W. J. and Batesburg, S.C. 
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Company was founded in 1885 an — dd by the Heyman Process Corp., 
for sixty-six vears has continued t ’ 22 Lewis Street, New York City. 
pioneer in the design and develop > ; : According to Dr. W. Heyman, the 
ment of bottling and food process : : developer of this process, carbeon- 
ing equipment ,2 . ated coffee soda opens up an entire- 

In mid-1949 the Barry Wehmille1 ’ ly new source of profits for the 
Export Sales Company was formed ; F bottler. Until now the soft drink 
a western hemisphere trade corpo : beh 4% ee industry has been unable to utilize 
ration dealing exclusively with sales . i. * fully this biggest selling flavor in 
and service of Barry-Wehmiller tah ng the production of a bottled spark- 


products in Latin America. Late i: ling beverage 
1950 the company purchased exclu TRUCK CONSERVATION The new technique of bottling 
sive manufacturing and sales rights DRIVE IS LAUNCHED carbonated coffee has been made 
of the automatic “ 3ruceway” can Announcement of a nation-wide pro- easy for the bottler by making the 
incasing and marking machines de gram for the conservation of mate concentrate about the same strength 
npower in a m : , 
samen a ‘the east Ae as any other true fruit flavor. One 
engineering firm, for distribution field was made officially by W. K. gallon of concentrate when added 
in the food processing, dairy, and Perkins, center. manager of sales 
ar for the motor truck division of Inter- ; 
1951 national Harvester Company. De- fourteen gallons of ready-to-bottle 
the company officially announced fense Transport Administrator James syrup. The syrup is used by throw- 
the formation of its British affil: K. Knudson (right) and Henry E. 
; English (left), director of DTA’s f 
ate, the Barry-Wehmiller Machin Street and Highway division. view two Baumé syrup results in a very 
ery Company, Limited, with offices with approval the symbol of Inter- satisfactory drink 
national’s truck conservation and ; 
: : efficiency effort. Approximately 5,000 Carbonation of course is the most 
where it has already begun the International sales and service out- I 
= ufacture « “VORTEX” Pas lets have become Truck Saving sta acs . . 
wh ie P oe tions under the program in an effort sparkling coffee in addition to the 
to mobilize highway transport at importance of the flavor. A drink 
Acquisition of the Edward Er peak efficiency. 


veloped by a prominent California 


to thirteen gallons of syrup, flavors 
beverage industries. Early in 


ing 5 oz. to a 30 oz. bottle. A thirty- 


London and Mitcham Junctior 
ie thing to a yood 


eurizers 


that is intended for use in the home 
mold line of automatic bottle label- — with the addition of cream should 
ng and unpacking equipment is a New Coffee Concentrate 








be good and sharp. It should be 
al one, because these product The development of ; carbonated at a full three volumes 


i 
» closely related in sim concentrate for sparkling carbon f wy: 1 the other hand, if the 


ated coffee sodas has been announ intended for use in small 


e RINGLESS 


SELL-ability depends on EYE 

appeal which is the ability to 

attract attention and create de 

sire—and that’s where appeorance counts! 
The new, improved appearance of Majestic 

Orange, with the deeper, richer cloud R 
gives it a color that glows — ACID P OOF CARAMEL 
a true juice-like, fresh fruit 
? character that is irresistible 


Produced of the same fine ingredients FOAMING TYPE CARAMEL 
ra that have made it a leader for years, 
5 Majestic Orange quality remains the same 


$ 50 This mew appearance adds greater ap 


peal greater volume for yo i 
ree car @ *§ Caramel Coloring 
IN 4-GAL. LOTS e Write for a trial gallon of Majestic 


2-ounce Orange, and details of our for ALL TYPES of 


FREIGHT ALLOWED § accumulative rebate plan for eco- 


Ren, “omice! fever beving CARBONATED BEVERAGES 
Samples on Request 


C.0. & W.D. SETHNESS COMPANY D. D. WILLIAMSON & CO., Inc. 


yl) SUNNYSIDE AVE. e CHICAGO 40, ILL. 5.39 FORTY-SIXTH AVENUE, LONG ISLAND CITY 1, N.Y. 


1901 PAYNE STREET, LOUISVILLE, KY 
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District managers of the field service organization of The Diversey Corporation, which 
manufactures and sells cleaners, disinfectants and insecticides for food plant sanitction. 
SALES MANAGEMENT CLINIC gathered in Chicago, June 8 and 9 for a clinic on sales management. W. E. Noyes, Diver- 
* sey’s vice-president in charge of sales (seated extreme right in photo), presided at all 
sessions. 








bottles without milk or cream, then Division, Allied Chemical & Dye na new location at 390 Bayshore 
about two or two and one-half vol- Corporation, previously located at Blvd. some time this month 
umes of gas is recommended. 357 West Erie Street, has been This concern also has announced 

One of the interesting things in moved to larger quarters in a thor- the addition to its sales staff of 
tion with this new carbon- oughly modernized warehouse at Robert A. Lapachet 
ated coffee is the fact that it can 3355 West 48th Place. 

cnieidieil tetas dali: dae taliieaail C. G. Merker In Serious Auto 
lanondine an the wishes John Mulhern Company Accident 


ndividual bottler Shifting Headquarters Whi! 


connec 


driving through 
The John Mulhern Co., Florida on a combined business and 
suppliers of bottlers’ equipment pleasure trip, accompanied by his 
The Chicago warehouse and other supplies, at 175 13th St., mother, Mrs. Emma Merker and 
facilities of the National Aniline San Francisco, Calif., plans to be his aunt, C. G. (Dick) Merker, Sales 


For Better Quality, Bigger Selling Beverages | saneeale 
] 


Purifies and Distills 
Water for... 


\ iA, LESS THAN| 


PER GALLON 


The biggest help on the p 
market today for boosting Looking 


beverage sales. POLAR- for a Profitable 
STIL removes all impurities Drink That’s Different ?-- 


Larger Warehouse Acquired 



































—insures clearer, better 
, . x > . 7 “ ---4 
looking, better tasting beverages at an infinitesimal on 














cost. Sales rise—markets expand, profits soar when Birchola is a delicious beverage that has that real “fresh 
your products are made with distilled water from a from the woods" flavor. There are many years of solid 
: ' popularity behind it—it has been sold in bottles, at foun- 
POLARSTIL. Write for full particulars. tains and from kegs. 
Birchola is now being offered on an exclusive franchise 
basis. We have a set up that can't be beat from a profit 
stand point, including low flavoring cost-per-case and 
sensible advertising and promotional plans. 


Write, wire or ‘phone now for more complete details . . . 


COPPER & BRASS MFG. CO. THE BIRCHOLA COMPANY 


2734 N. Janssen Ave. e Chicago 14, Ill. 319 North Sumner Avenue Scranton, Pa. 
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— MIGHTY MIDGETS — 


INVESTIGATE 


FRUIT FLAVORS : i é d iN Ah 
° Nifty PINEAPPLE (1-16) wi ae 8 


° Nifty BLACK CHERRY (4 oz.) 
° Nifty BLACK RASPBERRY (4 oz.) 


7 


Your BOTTLE in MINIATURE will boost sales and be your 


best advertisement. Made up in exact duplicate to YOUR 
Write For Further Information bottie and label, they are ideal as favors to customers, visi- 
tors, distributors and dealers. A low-priced advertising nov- 


Salient Flavoring Corp. ee 


and prices of de- 


45 SUFFOLK STREET NEW YORK 2, N. Y. | | Write for samples 
sired quantities. 





Director of Chandler Labs., Inc., 
Philadelphia, Pa., was seriously in- 
jured in an accident which took 
place at Melbourne, Florida on 
June 7. Mrs. Merker was killed in- 
stantly and Dick Merker suffered 
severe injuries which necessitated 
an operation and a stay for a month 
t Brevard Hospital in Melbourne 

Mr. Merker is now convalescing 
at his home in Alden Park Manor, 
Germantown, Philadelphia. Chan- 
dler Laboratories, Mr Merker’s 
firm, is well known as a manufac- 
turer of flavors and concentrates 


franchise drink, “Spiffy 


ALL-PURPOSE HAND TRUCK 
Goody Franchise Described 
cj A new all-purpose hand truck, fea- 
To acquaint bottlers with turing parts that are quickly and 
easily replaceable, is being mar 
a keted by the W & E Sales Company 
Goody Root Beer franchise, The of Los Angeles. Ruggedly con- 
Goody Company of Minneapolis has structed, it has an unusual pair of 
: aluminum brackets which may be 
used open or closed. It is 46” high, 
titled “What Does a Goody Root 22” wide, has a 6!/2" nose, and is 
Beer Franchise Offer?” rated at 500 pounds capacity. 
; Weighs 25 pounds. 


the opportunities provided by a 


produced an attractive folder en 


The colored folder covers. the 








promotional possibilities of Goody : 
Root Beer, the advertising displays, bottler both in the United State 
the services offered by the company and foreign countries, 

and the privileges extended to the Photographs show the four siz 


BILL'S sveciacty més. co. 
433 N. 2nd ST. MILWAUKEE, WIS. 


of Goody bottles, advertising dis- 
plays, the Goody truck and cooler, 
and the Goody 6-bottle carton and 
trademark 

Any bottler interested in receiv- 
ing one of these informative Goody 
folders may write to The Goody 
Company, 318 Seventh Ave. N., 
Minneapolis 1, Minnesota 


Book For Routemen 


Hundreds of sound sales 
ideas and strategy are brought to- 
gether in “Selling Sense For the 
Route Salesman”, a new book by 
Fred DeArmond—in a manner that 
will be quickly and easily under- 
stood—-to assist the beginner as 
well as the veteran route man to 
produce greater volume and incre as- 
ed profits from any territory 
wholesale or house to house 

The author, Fred DeArmond, is a 
well known writer and lecturer on 
problems of route selling, who has 
had broad experience as a route 
salesman and in sales management 

The book is published by L. R. 
Wolfe, 135 S. La Salle St., Chicago, 


and is priced at $3.50. 





CT ewer § Ginger le Hlavsre 


— FEATURING — 


Prove Marbert is a Great Cola. Get this test gallon 
Bottle and taste it. Send a dollar to Marbert Products, 
Inc., 19 E. Lombard St., Baltimore 2, Md. Offer good 
in United States and Canada only. Syrup available for 
Test Only. Marbert sold in Concentrate form 


You Can’t Buy a Better Concentrate Than 


297 Pearl St. 


MONTE CRISTO 


THESCO 


A Full Line of Distinctive Extracts 
and Concentrates 


MarBe RT CoLa | THEALL & PILE, Inc. 


New York 7, N. Y. 
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Ke Lisser's 
LEADERS 


for Peak Profits and Rising Sales 

T + (4 oz.) & Imitation (2 o2. with color) Fle 
¢ Cherry * Grape ¢ Strawberry 

* Celery * Raspberry 

CREAM hits ¢ t 

Ask about our line of Certified Food Colors 


Full Line of Soda Water Flavors. 
Write for Samples and Prices. 


1 oz. 


MANUFACTURING CO., INC. 
591 Ferry Street, Newark 5, N. J. 
CORRUGATED PAPER PRODUCTS SINCE 1919 


ss A Write Dept. 59 
: for samples ard 
literature 
y obi ’, 


PH(QUUN4LULLURLSOORORUTTT ATMA MISO RTRTUO CU AMUSE A has been transferred to the New 
York District Office; Henry F. 
Dial, Jr., formerly of the Kansas 
PERSONNEL CHANGES City District, has been transferred 
to Denver; and Robert J. Bailey of 


CMG the Rochester District Office, has 


ze 








been called to active service in the 
Armstrong Cork Company At the same time, Mr. Hetzel an- Air Force. 
Fj bers of the Spr = nounced that H. Glenn Eshelman, 
ive ~~ ers : “" : ee formerly of the Kansas City Resi- National Aniline 
training ‘class the Armstrong sce ° z i 
: ae — wie : B dent Office of the St. Louis District, H. J. Daigneault and M. A. Con- 
Cork Company Glass and Closure : 





Division have completed their 
period of training at the company’s 





home office in Lancaster, Pa., and 
have been assigned to. offices 
throughout the country, Roger H 
Hetzel, General Sales Manager of 
the Division, has announced 
Robert H. Allen has been assign- 
ed to the Chicago District Office; 
Thomas F. Bull to St. Louis as a 
resident salesman in Kansas City; 
James R. Foley to the Son Fran 
cisco District; Russel W. Leib, Jr., 
to the Rochester Office and Robert 
H. McElroy to the Minneapolis 


District Office. Robert B. MeCul NASH-KELVINATOR APPOINTMENTS 
lough, who had been assigned to the 





: Three important appointments were announced recently by the Nash- 

Pittsburgh District Office, was Kelvinator Corp. Joseph W. Mueller, left, has been named assistant pro- 

called into active service with the duction manager for the Kelvinator Division. with headquarters in Detroit. 

Army at completion of his traininz George H. Beld, center, replaces Mr. Mueller as assistant works manager. 
rmy at com] stata Ss John Schuck, right, becomes general superintendent. 


course, 








Multiplex “stecr* Dispensers || Vea XaT.) 
For BARS and TAVERNS . TO BUY! 


Fresh Carbonated Drinks 
COLA 
LEMON 
GINGERALE 
SELTZER 


return 11 gallons 


—owes us nothing We pay all freight 


CITRUS PRODUCTS CO. 11 €. Hubbard St., Chicago 


SPEEDS SERVICE 
INCREASES PROFITS 
ELIMINATES BOTTLES —— 
Write for Folder and Prices G E T Ss T H 3 


MULTIPLEX FAUCET COMPANY BUSINESS! 


4321-27 Duncan Ave., Dept. N.B.G.-14, St. Louis, Mo. 


Manufacturers of Beverage Dispensers for 45 Years 


Order 12 gallons. Bottle one gallon 
If not satisfied, 


——> SPECIAL OFFER! Try it at our risk 








Citrus Products Co, 11 E. Hubbard St., Chicago 11 
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| CHANDLER ACID SOLUTION . 


. The Best Answer to the Citric Acid Shortage 





The Nationally Accepted Food 
Acidulant Especially Adapted 
For BEVERAGES 


SUPER STRENGTH 


to 4 oz. 50°% Citric Acid Solution 
equivalent to 2 Ibs. Citric Acid Crystals. 

10 Ibs.) plus 3 gals. water equal to 4 gals 
of 50°. Citric Acid Solution. 

s equal in acidifying strength to 20 lbs. Cit 
ric Acid 


PRICE: Case Lots (4 gals.) $4.60 per gal. 
F. O. B. PHILADELPHIA, PA 


Save Freight —Save Bottles—Save Money 
By Using Super Strength 


| oz 
1 Ib 
| ga 


qua 


| ga 


been appointed Vice Pres- 
National Aniline 
i Chemical & Dye Corporation, 
at 40 Recto 
Both have beer 
National Aniline 


ner Nave 
idents 
Allie 


with 


Division 
headquarters at 
New York 


with 


street 
associated 
0 vears 
Daigneault 

nager of the New England 

h: 


Was, Tor many 


ind more is 


recently, 
domestic sales 
held 
positions in the production division, 
I the Buffalo, N. Y. plant and 


w York, and has recently beer 


tor ot 


Mi Conner has Various 


otk 
Ne 


at 


to the General Manage? 


Better blending quality than citric acid 
Overcomes scarcity of citric acid. 

No dissolving or filtering. Ready for use 
Will not deteriorate. Keeps indefinitely 
Brings out flavor, quality and tartness. 


Always available—no shortage. 


ORDER NOW ... IMMEDIATE SHIPMENTS 


Guaranteed to conform with Federal 
Food and Drug Regulations. 


CHANDLER LABORATORIES, INC. 


Eighth St. and Chelten Ave. Philadelphia 26, Pa. 


State and Municipal Pure 











NAMED BY DR. PEPPER 
Hilton Folkes, left. associated with the Dr. Pepper Co., Dallas, since 1931. 
recently was elected assistant secretary of the firm. Parent company also 
reported the appointments of J. O. Freeman center, and S. C. Welwood. 
right. as fountain sales representatives. 








Hee 


To. 
Ch 


braska 


the 


par 
La 
t 


hot 


H. J. DAIGNEAULT 





uhnon 


ange-Crush Company tribution sale 
B. Lauhon 
appointed territorial manage 


, 
the 


and He will make 
his headquarters at Corder, Mis- 


has recently 
3 | soul 
Orange-Crush 
He 
Missouri. 


Company, 
the 
and Ne 
wit! parer 
Beer, announced 
ment of Fred F 


Sales 


Mason & Mason, Inc. 
M & Mason, 


company for 


icago will states 


cover 
Kansas, Iowa Inc., Chicago, 
Mason's Root 
the 
Drucke 


Promotion 


ison 


Formerly associated t 
East Kentucky 
Pikesville, 
will 


tlers in the development of dis ‘ger 


Beverage Com has 
Kentucky, Mr 


Orange-Crush 


appoint- 
as Adver- 
Mana 


iV at } 


assist ing and 


"Seve 


Four sizes in each 


model.. 


Above Mode! 
C-420, Ds Pont 
Dulux Baked Enamei 
Finish, Stainless Steel Top 
Rail and Slide-Type Lids, Ad- 
justable Divider Grills ‘'C'’ 
Models Dry Operated. 

3 Sizes—4, 5 & 6 Ft. 


cases, here 
‘ 


. Capacity 
range from 5 to 50 


The BEVCO Company, Ine. 


3316—28 S. Broadway « St. Louis 18, Mo. 


swer for fast, low-cost, 
trouble-free cooling... 
Write for literature 


is the an- and complete details, 

Mode! DB-21, 

Adjustable Divider Grills 

with No. 282C Single-Spout Water 
Equipment ‘'DB'' Modeis . . . Dry 
Counter-Type. 4 Sizes—4, 8 


6, 
and 10 Ft 


CHOICE OF THE TRADE IS THE “BEVCO=MAID” 


118 
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NAMED BY CLICQUOT CLUB 


L. P. Stafford of Chicago, well known 
in the field of food promotion mer- 
chandising and selling. has been 
appointed Central Division Sales 
Manager by the Clicquot Club Com 
pany of Millis. Mass. Mr. Stafford 
who has had more than 28 years 
experience in the field, will head 
quarter in Chicago. His territory 
comprises 19 Mid-Central states. 


Squirt Company 


The Board of Directors 
irt Company, Beverls 
has announced that H 

President, as represent 

Bishop Interests, o1 

assumed control of 100 

ting stock of the firm. Ir 


the transaction makes M1 


It Costs No More to Use...Our 


ACID-PROOF CARAMEL COLOR 


Guaranteed to be the finest Acid-Proof Caramel Color on the market, 
it is brilliantly clear, free flowing, and exceptionally strong. 


You take no chances when you take advantage of our experience and 


service. You are assured of quality and dependable performance, 
backed by 70 years devoted to the manufacture of fine Caramel Colors. 


SETHNESS PRODUCTS COMPANY 


JOINS MOJONNIER 


Mojonnier Bros. Co., Chicago, man- 
ufacturers of bottling plant equip- 
ment, has appointed James E. 
Schwering as Sales Engineer. He 
joins A. C. Woodruff, Mojonnier Dis- 
trict Sales Manager, and will make 
his headquarters at Bethlehem, Pa. 
Mr. Schwering brings to his new post 
a background of over twenty years 
experience in food processing plants. 


op the largest single stockhold 

of the company 
\lso reported at the same time 
were substantial increases in Squirt 
sales volume for the past three 
months, as well as increases in the 
number of new bottlers franchised 
to bottle the exclusive formula pure 
fruit drink. These increases cover 
the period just preceding and dur- 


1300 W. DIVISION ST., CHICAGO 22, ILL. © 41-11 29th ST., LONG ISLAND CITY 1,N.Y 


CONTINENTAL CAN PROMOTES 


Lucius D. Clay. board chairman 
Continental Can Company, has an 
nounced the appointment of John G. 
Murray as general manager o! Bond 
Crown & Cork Co., a Continen al 
subsidiary. Mr. Murray. formerly 
manager of manu‘acturing for Con 
tinental’s Central Division, will have 
his new headquarters in Wilming 
ton, Del. 


ing the company’s new highly-com 
petitive “Never An After-Thirst” 
advertising campaign in Life, Look 
and other national publications 

Mr. Bishop, who was elected pres- 
ident in January of this year, was 
the co-founder of The Squirt Com 
pany in 1937 

Other officers and Board Mem 
bers of the firm are: William Jay, 





give clear, legible copies 





Made of fine quality bond or poster paper 


Send a sample set for free quotation 


We've Still Got 'Em .. . Bottlers Duplicate and Triplicate 


SALES BOOKS 


Order Now! 70-90 Day Deliveries .. . While Paper Stocks Last! 


Designed exclusively for bottlers. Time saving. Efficient. Your name imprinted in heading. Your products listed 
n body of form. Available with consecutive numbering if desired 


write for price list 


Fitna BUSINESS FORMS CO. 53 w. Jackson Biva. 


IMPRINTED WITH YOUR NAME 4 c 
AND NUMBERED — As Low As Each 


with heavy-duty binding for rough handling. Long life carbons 


Chicago 4, lil. 
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Vice-President; James M. Keefe, 


Secretary-Treasurer; E. J. Kitter- 
Asst. Secretary; and Mrs. 
LeRoy Swenson, 


man, 
3oard Member. 


Paisley Products, Inc. 


Paisley Products, Inc., New York 
and Chicago manufacturers of in- 
dustrial giues, pastes and resin ad 
hesives, recently announced several 
personnel additions and changes 


Earl oy 


ager, reported the following assign- 


Lenz, General Sales Man- 


ments: 
Iven G. Nichol, 


was assigned to the 


who formerly 
Central Ohio 
territory, has been moved to a new 
office location in Pittsburgh and 
vill handle the Western 
ania territory and adjoining por 
tions of West 


company. 


Pennsyl- 


Virginia for the 
Art Hess of the main 
Chicago office sales staff has beer 
located at Cincinnati, Ohio, cover- 
ng the Miami Valley area and the 
of Kentucky 

Malcolm 


ated at Cincinnati, 


State 
Robinson, formerly lo 
moves to the 
office 
Rock, Arkansas 
1 area from Nash 


new Southwestern 
Little 


ind will cover 


Paisley 


located at 


| 


‘ZEPHYR BODIES 
ECONOMY TESTED 


Hi-tensile, rust resis- 
tant steels and 500 to 
1000 Ibs. less weight 
offer savings on oper- 
ation, repairs and 
maintenance. 


FREE CATALOG 


SPECIALTY ENGINEERING CO, Allesteny & Trenton Aves. 


Philadelphia 34, Penna. 


120 





VANILLIN 


ZIMCO"LIGNIN VANILLIN U.S. P. 





A Natural Source Vanillin Originated 
and Manufactured in the United States. 





A Finer Vanillin of Exquisite Aroma. 





Consult your flavor supplier 








. * 
a. 
SUBSIDIARY OF STERLING DRUG INC 


1450 BROADWAY, NEW YORK 18, N.Y. 


445 Lake Shore Drive, Chicago 11, HL 
FACTORY: ROTHSCHILD, WISCONSIN 





Jack M. McDonald, well-known in 
the soft drink business, has been 
recently appointed as a_ district 
supervisor for the Nesbitt Company. 
McDonald will cover North Carolina, 
South Carolina. Virginia and West 
Virginia. 








ville, Tennessee to Fort Worth, 
Texas, including Arkansas. Warren 
Van Etten, well known to adhesive 
users throughout Central Ohio, will 
represent his company in Central 
and Southeast Ohio and Western 
West Virginia with headquarters 
at Columbus, Ohio. 

Robert Swinney has been named 
sales service representative in Kar 
sas City territory, which includes 
portions of Kansas and Missouri 


MISSION ORANGE GETS 
INTERNATIONAL AWARD 


Mission Orange and Mission Lemon- 
ade won first and second honors, 
respectively, in the beverage com- 
petition at the International Exposi- 
tion in Lisbon, Portugal, according to 
just-released results. Beverages were 
judged on the standards of quality. 
purity. taste, packaging, aroma and 
bouquet. The Mission Orange “Di- 
ploma” is shown above. 





Beverage bases and flavors by 


TheoNett 


give color and taste appeal to your products. 


For 62 years Theonett & Co. have. been serving the 
bottling trade faithfully—helping customers gain 


new business... 


producing quality merchandise. 


®@ ORANGE eLEMON eLIME e CREAM SODA 
© IMT. STRAWBERRY e@ IMT. GRAPE e GINGER ALE 


@ IMT. CHERRY 


@ HI-LO PUNCH 


330 N. Ashland Ave 


THEONETT & CO. cries inst 


National Bottlers’ Gazette 








CLASSIFIED 
ADVERTISING 





RATES AND GENERAL 
INFORMATION 

ON CLASSIFIED ADVERTISING 
e For sale, Exchange and Wanted 
Advertisements are available to read- 
ers at the following rates: 25 words, 
$1.50 each insertion; 6¢ for each addi- 
tional word. Address or box number 
is not included in word count. A num- 
ber, or group of numbers is considered 
as one word 

@ Orders for classified advertising 
must be accompanied by payment. 


@ Those advertisements which do not 
comply with the established headings, 
or which advertise new products or 
services are not acceptable. The Edi- 
tors reserve the right to change or 
reject any advertisement submitted 
for these columns. 
e All advertisements appearing in 
these columns are bona fide. In an- 
swering same, please take notice that 
letters must be sent to the box num- 
ber, initials, name or address given by 
advertiser. The N. B. G. assumes no 
responsibility for condition or descrip- 
tion of items listed in this section. 
@ Under no circumstances will the 
N. B. G. give the names of parties 
where box number or initials are 
given as the address. All answers 
sent in care of this office are promptly 
forwarded. 

NATIONAL BOTTLERS’ 

GAZETTE 

9 East 35th Street, New York 16, N. Y. 











SPECIAL 
ANNOUNCEMENTS 


BOTTLERS’ TRADING POST 


WE BUY - SELL - EXCHANGE 


SPECIAL: 


large quantity 24/7 oz. cases 

half-depth wood partition, excel- 

lent condition. 

3000 cases 29 oz. flint and e.g. 
full or half-depth. 

7 oz. flint sodas—1000 full depth 


Cases. 
Tall 12 oz. flint—3000 full depth 
Cases. 
12 oz. ACL 
depth Cs. 


MACHINERY 
12 spout Red Diamond Filler with a fully 
automatic, 6 wide, Sturdy Bilt. 
S. S. Tamks 100-400 gal. capacity 500 
gal. Cem Saturator. 
3 ton York Water Cooler, 2 yrs. old. 
24 Spout Red Diamond Liquid Filler. 


steinies—5000 full 








AIDMON BOTTLE & SUPPLY CO., INC 


7615 Jrd AVE BROOKLYN 9.N.Y 
BEACHVIEW 8-3450 





IT 1S INCOMPARABLE! 


A-1 Cola Base Concentrate 
“The Cola of Superior Flavor” 
write for free sample te 
CLOISTER LABORATORIES, INC. 
325 W. Huron St. Chicago 10, III. 














FOR 


Opportunities, 


SALE 


Business Bottling Establishments 


FOR SAL - 


7 « 


PEPPER | 
Muskogee, 


Red 


elec 


FOR SALE 
Diamond Filler 


Ky., BOX K 


FOR SALE 
erat ce 10 


FOR SALE 
We fifteer 


August, 1951 
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— 
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CONSULTANT 


Preparation and Production of Carbonated Beverages 
Leading U.S. A. and Foreign Manufacturers 
Served. 

DR. FREDERICK H. POLLACK 


Lorree Laboratories 
8-28 Astoria Boutevard Long tsiend City, N 





Chatkes S. JACOBOWITZ @. 


STREET BUFFALO 14, N. 7 


50% OFF! 


Most of our used equipment is 
priced at 50% of the manufac- 
turer's price. In some cases, the 
price is slightly higher, depending 
on the prices we ourselves pur- 
chased for. 

We have the largest stock of 
fillers, washers, carbonators, cool- 
ers in the country. 

This equipment is available for im- 
mediate delivery, can be inspected, 
and will give you a lifetime of ser- 
vice at great savings. 

Send us your listings of surplus 
equipment. We pay highest cash 
prices. May we help you? 


207) MAIN AMMERST 2100 





Sewing Ameucan Tndustry fer over 30 Years 


| plant located 


| 


| excellent shape; 


| flavors Private Brat 
| natural bubbling 


yea 


CLASSIFIED 
ADVERTISING 


FOR SALE Complete modern, brick bottling 
iear Hartford, Connecticut; operate: 
same owner who wishes to retire, 
water and soft drinks; complete line ot 
s; latest type equipment; own 
spring and artesian well on prop 
70 gallons per minute; operating 
business has shown consistent good 
earnings; always operated at substantial profit; 
ample room for expansion; $100,000 cash required 
includes approximately ye inventory, equip- 
ment and business; with or without real estate 
Tel. 3-5246.—ALLIED ASSOC eee 846 Farm 
ington Avenue, West Hartford, Connecticut.—7. 


29 years by 


spring 


erty, capacity 
three trucks; 


FOR SALE.—Southwest, 
with national franchise and 
96c market, 


BOX 517.—8.-1 


ideal aut 
flavors 


large poy 


ymatic ae 
all equipmen 
lation area. 


M.O., 


plant; located in fastest 
Texas; franchise population 
yver 200,000; 2 excellent international tranchises, 
Pepsi-Cola and Mission flavors; plant established 
13 y ; all new automatic machinery with capacity 
f OM bottles per hr.; lots of standard bottles 
and cases; a show plant that does a good business; 
delivery fleet of good trucks with Hlerman bodies; 
outes well established; the second largest beverage 
y; present building can be leased 

able rate; located in the heart of 

S. highway; a real business oppor- 

nvestigating ; you will have to see it 

true value; for further i formation, 

BOX S0.—6.-2 


Oklahom compl 


te 
lete, 


FOR SALE.—Texas 


growing city in west 


FOR SALE 


leading 


automatic 

city; ll s rifice machinery, 
excel t shape vottles and cases; 
s good; nation 1 se, flavors, and 
; $1.00 market. BOX 497.—7.-2 


FOR pe eer. ec complete 60 case 
e I ; chinery, equipment, suppl ies, 
" machinery in good con 
write for list and prices.— 
1 


tles, case 
It year ago; 
7 


11 
BOX 514 





FOR SALE.—Bottling plant 

% million population; 2 national 

$1.00 mkt.; 4 trucks; will send 
7-1 


Minnesota; 
franchises in 
details on request, 


in 


FOR SALE 
of D 


Bottling plant located deep in the 

as been in continuous operation 

g industrial population of 300,- 

ranchises; 1,400 active accounts; 

and quarts with clean 96c mar- 

modern plant equipment of 90 

®» trucks and bodies; a real oppor- 

hustler that has $10,000 ca balance 
ter M. N., BOX 516 a © 


FOR SAL E.—Complete bottling plant in grow- 
o Mississippi city, centered in seven 
rial, cattle os agricultural ter- 
two n fields; plant ma- 
f new 1948 D xie F 1 man unit 
Dumore Junior 

, Interna- 

darco, Waukesha sani- 

trucks, 140 and 2 

with Weldmech 

capacit rn) excel 


| thous y cases 


ween 
nsists 


ur own name; 
ARD BEVGS., Br nilamon 


FOR SALE B 


western Penna., 


plant located in north 
of 9,000 population, ser- 
three popular franchise drinks, 
70.000 cases per year, oper 
ck four new, three with beverage 

rttles and cases, Dixie filler, D&I 
t ho« 


y in service 
XYZ, BOX 519. 


ttling 
in town 


m eq 
t qu 





FOR SALE.—I 


mplete new pl 





FULL OPENING 


DRY ICE 
CONVERTERS 


Save Up to 60% of CO, Cost! 


Take Full 50 Ib. Cakes 


WRITE FOR FREE FOLDER 


describing how you can 


Gives complete construction, 


save 
money 
operation details 


Machinery, Apparatus, Materials, Bottles, Boxes 


FOR SALE. 2 
t ON ”) ew 
KM CEM 

He l 


EPSLCOLA. BO 
+ ee 


FOR SALE 


FOR SALE 


on G 
FILTER PAPER COMPANY 
\ Chicag es 


SuOn s-1 


FOR SALE tie P 


SI COLA BOTT 


S1 


PEI 


1-60 


SEVEN-UP BOTTLING co 112 
\ Ss l M S.-o 


FOR SALE. ‘| 


PEPSLCO] \ BO 
RB “ 


| 1301 Grand Street 





FOR SALE 


4000-gr. 8 oz. emerald green sodas, packed two doz. 
cartons 
10,000 cases, 24 7 oz. flint sodas, ACL ‘'Joe Louis'’ 
800-gr. 7 oz. emerald green ‘‘ACL"' water shape 
Numerous lots of various soda bottles & empty 
cases. 


1. BASKOWITZ BOTTLE CO., Inc. 
Brooklyn 11, N. Y. 


FOR 
lever If 
easona 
Eur 


FOR SALE 


washer 
BOTTI 


SALE.— Dav 


t $3,500.00 
EUNICE 7 
7.-1 


Me 


a) My 








We Will Buy At Any Point 


Any Quantity of Emptied 10-Galion Grapette, 
Double-Cola. and Pepsi-Cola Metal Cans; 


and Also Wooden Kegs, Barrels and Steel | 


Drums. 


BUCKEYE COOPERAGE CO. 
3803 Orange Ave. Cleveland 15, Ohio 








FOR SALE 


Approximately !000 gross 6'/,-ounce capacity, |4-ounce 
weight, emerald green sodas initialed on the shoulder, 
packed paper crate service cartons; also 2500 wood shells 
for 32-ounce amber Steinies. 
SIGNER BOTTLE SUPPLY CO. 
Wilstach & Dalton Sts., Cincinnati 14, Ohio 
Phone: Cherry 6227 








ALWAYS BUYING 


Soda Water Tanks—Block Tin Tubing — 
Syphon Tops. Get Our Prices First! 


RELIANCE LEAD SOLDER & BABBITT CO., INC. 


399 Genesee St. Buffalo 4, N. Y. 








FOR SALE 


gross, 7'/2 oz., Tall Flint Sodas, New 
gross, 8 oz., Tall Flint Sodas, New 
gross, 32 o2., Clicquot style Flint Sodas 
cases, 7 oz. ACL Sodas, 24 to case, 9 
full depth cases 
cases, 12 oz. emerald green ales, Ballantine 
style 
cases, 7 oz. Crystal and '/, depth shells 
cases, 12 oz. Export Shells, paper partitions 
24 each 
10,000 cases 12 oz 
24 each 
We buy al! surplus bottles & Crowns 


PENN BOTTLE & SUPPLY COMPANY 
5619 Cherry Street Phila. 39, Penna 


400 
700 


400 
5,000 
50,000 


New 
Tall in 


1,200 
10,000 


Steinie Shells, paper partitions 








FOR SALE 
PROFITABLE, WELL- 
ESTABLISHED BOTTLING 
BUSINESS 


A real buy! Located in south-central 
N. Y. state. Known for 25 years as 
bottler of finest quality beverages. 
Has popular, full line of flavors. In- 
ventory of 7 and 32 oz. bottles, color 
applied. -Equipment: Burns Model 
“G" Automatic, CEM Carbonator, 
D&L 75-case Washer. Fine oppor- 
tunity to expand this business! Can 
be purchased with or without building. 
Write Box No. 530, care of National 
Bottlers’ Gazette, 9 E. 35th St., 
New York City. 











FOR SALE 





FOR SALE 
Ss 


elds 


FOR SALE 


1037 Uptor 


FOR SALE. —D: 
tles; Missi 


c 


a 


CO., SOL 


utomatic 


rs COR 


“ FOR } Pa 
EMPIRE PRODU¢ 
at . i ) 


“4h CMD ae) 

ta 4 n 
FOB 
DRY CO 


BOTTLING 
oO ~] 


Yhio, CANADA 
Ave., Tole 


Wells H yw 7 
Orange 7 
MISSION 


ttles & 
ORANGE 
E. 40th St F 


BOTTLINE 
S.-1 


FOR SALE 


FOR 


ear “ c $37 
WILLIAM BRODERICK 


S.-1 


SALE Li 
ttle Vast r at 
m. FOB 


58S 


FOR SALE.-O 


Ne 


Long | 
ABEL 
Avenue 


FOR 


pu 


‘ ation 
4 City 1, New \ r 
BOTTLING WKS N¢ 
oslent Ny 1 


SALE. -Stair 


10 ga yotton 





National Bottlers’ Gazette 





From a single unit 
to a complete plant 
inahurry!..... 


CLASSIFIED 
ADVERTISING 


CLASSIFIED 
ADVERTISING 


FOR SALE.—Dixie F; Dixie D; 6 wide Heil 
washer; 250 gph Cem saturator, 250 gph Liquid 3 W ANTED T ry BU ry 
Red Diamond carbonator; 5 hp Frigidaire water 
cooling unit; ape motte conveyor and ac- 
cumulating ta also have a 12-spout Red Dia - 
m« nd in very good c mditio n; most equipment “~ aa 

been completely rebuilt.— K. K., BOX 459.—38.-1 “ ‘ WANTED a wipidiela Crov 4 reject 


inal packing 1 t or imprin 


Bottling Outfits, Bottles, Boxes, Machinery, Materials 


i] ne nsequence; state ‘ nufacture 

FOR SALE.—20-spout Cem filler; Sw2 c Meyer . 2 ; P type 1 INTERNA [ONAT AG 7EN 

Dumore washer 2-head Cem mixer; 2 24” Loo I Cathedral St., B more, M 

mis-Manniug water rs; Terris water Po plisher ; 

World Rotary autom: 

cumulating table; 2 c y 

45° ynveyor turn; 200 gal stainless steel tank, WANTED TO BUY rr $_for bans 

and 6 dise Star Liquid sir 1p filter; first class con tubby bottle plain or imy te en ipl 
yn; complete line or par f it K. I., BOX © quantit nd price i BOTT. ( 

3.-1 nawan St la 


FOR SALE Liquid Red Diamond 24 spout WORK WANTED 
filler and crowner; Sw2c ,Superkleen washer; 500 * inager w portun 
fil quid Lifetime stainless carbonator; 16 head Tt nowledge Dixte 


iller Kendall beverage tumbler; 2 60- gal. stain ake 


make { 
less tanks; 2 100-gal. stainless tanks; Liquid auto- BOX No. M.Z., 529 

matic labeler ; other miscellaneous equipment; 

priced very reasonably; airy for any of the 

units; must move.—K ‘BOX 458.—3.-1. WORK WANTED. i ie 


W 


FOR SALE.—Standard Knapp bottle packer, Saves You 50%! aalieg BON 3 
41 


left hand discharge, with 2 sets of change 
ew gt % hp 220 volt 60 cycle 3 phase; WANTED TO BUY 
) very good condition; very ' 


le.—K. G., BOX 408.—3-1. 24 spout Red Diamond Filler & Crowner West rn Stat 
2-24" Loomis Manning Woter Filters % 


FOR SALE 1400 case Le antte tutt 
Hngheld, Ohio. GRAP I 1 TE . 4W2C Meyer Dumore Washer WANTED TO BUY 
ngt O ( GR A | 


E “Main St hic 20 spout CEM Filler & Crowner 


250 GPH Red Diamond Stainless Car- 
FOR SALE. ) ) ne 12 bonator 

ik i paced wales “ nit; 36” i : Dixie Model "“F" Automatic Filler hig pangg ey Bay 
8W4C Ot Meyer Dumore Washer bohgg MANSFIELD ‘9 
6 DISC STAR SYRUP FILTER 


2-30" Permutit Water Filters ee Le ee 


at price and 


12-Head Cem Mixer ERAGE CO, 340 W. I 
World Rotary B-N-F Automatic Labeler 
WANTED TO BUY 
40 spout CEM Filler & Crowner East, S é n_ State 
f replacement si » franch 2 1 t 
also rebuilt one 8WO2C Liquid Superkleen Washer 


i machi and 1 head “ fs ‘ 
WAT KINS. 2 rospect 6 wide Heil Automatic Washer 
ittsburgh 34, Pa.—3.-6 —e 
24 spout CEM Filler & Crowner atte Ee ee 





tity you 


ce w 








we a iphon§ seltze 


t 1d 4 
antit cor tion I price "FOB l 
250-1000 GPH CEM Saturators city —-FIRSTENBERG BOTTLERS EQUIP 
siruper and filler with 8-head Liquid crowner; 40 spout Liquid Low Pressure Filler. O., IN¢ 11-307 Powell St., B 112, N. ¥ 
1,000 gph Liquid stainless steel carbonator; 20 il 
head Liquid bottler tumbler; 2 30-” Permutit water Permutit Water Filters 
filters and misc. roller skate “and solid roller case 


conveyor; all of this equipment to Pe, om osed 5 HP York Water Cooling System WANTED TO BUY 


FOR SALE. — 40-spout Liquid low pressure 


reasonably as a unit or separately.—K. Ox Orang 


456.—3.-1 28 CEM Filler & Crowner OLIS BOTT. CO., Mpl 


ie Liquid “O & J" Automatic Labeler a Ee 
=e : a a WANTED TO BUY 
r in excellent condition; was rebuilt last yeas 120 CPH Sturdy-Built Automatic Washer gallo If ga 
nside utside BO Th W. iverley, M 
eaning bottles 4W2C Liquid Superkleen Washer : 
ner mabe 500 GPH Liquid Lifetime Stainless Car- WANTE D TO BUY 
ire parts and thi bonator egula € 
ROYAI CROWN SAMUEI STI 
tgome la.—8.-1 1000 GPH Liquid Recirculating Stainless fiver A B N. ¥ 
Carbonator 


FOR SALE em 14 it lent _con- 15 HP Red Diamond Instantaneous WAN TED TO BUY 
eae on Lappe le fle Ati aa 4 ; Water Cooler 
35-12 es pe e; equ i REN CO. 410 W 


WANTED TO BUY 


IRSTENBERG | ° 


— SALE é esr v ’ WANTED TO BUY \ 
washer ; bu 8; dition BOTTLERS’ EQUIPMENT CO. INC. LA FAVORITA 
PO S Rt inn BOX 1297, El P Ie 


301-307 Powell St., Brooklyn 12, New York 


f are part 
ROWN BOTT 
\ & 1 








August, 1951 





CLASSIFIED 
ADVERTISING 





HELP WANTED 








FOR SALE 


1500—Single Shell Steel Quarters. 
2000—Lee Stee! Half Barrels, 1947's, 48's, 49's. 
15000—Wooden Export Cases, paper partitions. 
1500—Aluminum Half Barrels. 
1—Ermold 8 wide Labeler. 
3—World Labelers, qts. & pts. In operation at 
present time. Can be inspected. 
500—Gross 7 oz. Brown Export Bottles. 
1—12 mide Socker, qts. and pts. 


GIRARD MACHINERY & EQUIPMENT COMPANY 


134 S. Second Street Reading, Pa. 








Foremen Helpers, Practical Bottlers, Sal 


HELP WANTED.—Mechanic; experienced on 
labelling machines of all makes; also some knowl- 
edge on other types a bottling equipment; steady 
employment ; ge and experience; location 
a Be G BOX 454.—3.-1. 


state 
K. F., 


HELP WANTED.—Salesmen; new progressive 
flavor house wants representation, all but New 
England states; several specialty items; good o 
portunity—ATLANTIC EXTRACT CO., INC. 
134 Fulton St, Boston 13, Mass.—5.-tf 


HELP WANTED.—Salesmen hve old es 
tablished favor house wants me will consider 
side line or full teme.—ESSENTI AL PRODUCTS 
CO., INC., 5 Fulton St., N. Y¥. C.—8-t& 


HELP WANTED 
, 1) r t t be 


HELP WANTED 


HELP WANTED 


HELP WANTED N 
ex ¢ Ce 


experience ma tat 
BOTTLING COMPANY 


PEPPER 
( 7.-1 





New Stainless Steel 


IMMEDIATE DELIVERY —LOW PRICES 


Tanks, from 50- to 1,000-gallon 


eapacity. 


1 
1 


Several sets of Water 
tional, 
All equipment owned by us 
What 


Complete 28-spout CEM for 
splits, pints, and quarts. 
24-spout Liquid Low Pressure, 
sizes. 
40-spout line, 
24-spout CEM, 
40-spout CEM 
Potter & Rayfield Cooler, 250 gallons per hour. 
Mojonnier Carbo-Cooler, 20. ton capacity, 2% years 
old. 
24-spout Red Diamond Filler; 8-wide Liquid Washer, 
with Potter & Rayfield Cooler—pints only. 
Jumbo Model ~“E” > head Crowner, like new. 

ti Tables, motor driven. 
Ree — Washer, splits to quarts 
Complete 50-case-per-hour bottling plant, consisting 
of Burns Filler, D & L Washer, Liquid Carbonator, 
Ermold Labeller, syrup filters and 2 stainless steel 
tanks (55 gallons each). 
Ermold Labellers, right and left-hand, 
with labelling attachments for 
quarts. 
CEM Model “B” Saturator, 
Electric-eye Productometers 
Durant Boule Productometers. 
Fikters, Permutit and 
1,000 gallons per hour. 
Tell us your requirements 


line, 2% years old, 


adaptable to three 


from splits to 12-02 
rebuilt 





4- wide 


late models, 


T-oz., 12-o2., and 


1,000 gallons per hour 


Interna 


from 500 to 


do you have to sell? 
PHILADELPHIA MACHINERY COMPANY 
3034 N. Boudinot St., Phila., Pa. 


Buy — Sell— Exchange 


BOTTLES—SUPPLIES 


M. WALSH 
8201 4th Ave. Brooklyn, N.Y. 
SH 5-5856 








PRICES REDUCED 
CITRIC ACID U.S.P. 46c LB 
TARTARIC ACID U.S.P. 52c LB 
(all standard makes-Granular) 


BENTON-LEE CORP. 
109 COOK ST., BROOKLYN 6, N. Y. 














FOR SALE 


1—Liquid Washer, 8-Wide, 3-Comp. Quarts 

1—Meyer Washer, 8-Wide, 3-Comp. Quarts 

1—Liquid Washer, 16-Wide, Quarts 

1—Liquid Washer, 16-Wide, Pints 

1—Yundt No. 25 Automatic Torpedo Pasteurizer 

4—Liquid and O&J Rotary Duplex Labelers. 

1—Manton Gaulin Homogenizer No. 125 CGD, 
less steel, New. 

1—Infilco 12” dia. Filter with 12” Hydrodarco puri- 
fier, Practically New. 

15—Stainless Steel a and Mixing Tonks from 
0 gal. to 500 g 


stain- 


PERRY EQUIPMENT CORP. 
1419 N. 6th Street Phila., 22, Penna. 








(OOOO ee 


Why Pay High Prices for CITRIC ACID 
WHEN YOU CAN USE 
Dr. Weber’s ACIDIFIER 
1 LB. OF ACIDIFIER EQUALS | LB. CITRIC ACID 


Use '/, fluid ounce to replace | ounce 50% 
Citric Acid Solution 
Price 24¢ Ib. in barrels F.O.B. New York 


TORRE PRODUCTS CO., INC. 


52 Wooster St., New York City 
Telephone CAnal 6-7336 


POO OS SSS Oe POSS OOO CCC Cee eee 


eer 














FOR SALE 


600 gross of new Dew bottles. 
1400 cases used Dew Bottles in two dozen 
‘2 depth cases. 


800 cases used Emerald Green Hi Spot 
botties packed 28 bottles in ‘2 depth 
cases. 

75 aross new Hi Spot Emerald Green bot- 
tles packed '/2 gross in original cartons 
from factory. 

R. PELTZMAN BOTTLE CO. 


1721 Holmes, Kansas City, Mo. 








124 


tam ar wit Cem nt 


CLASSIFIED 
ADVERTISING 


HELP WANTED.—Man 
! I r ! ik extract 
eve t ficatior slary os A 
BACON BOTTLING COMPANY BOX 237 


il 


be Slog — Be rttler foreman needed; 
and Meyer washer 


CO., 227 Vineyard 


HELP 
SEVEN UP. 


apply 
t., Bethlehem, Pa 


ROT 


HEL P WANTED Manufactur 
House's 
dei san 
rman wit 
Y Pent 
1AC "OB HOU SE 
. Buffal Y 


HELP WANTED. 


western plan 
W er and 
ilary expecte 


BOX 535. & 


HELP WANTED 


HEL r 


WANT ED. 


x. 500.08 








WORK WANTED 


Situations — Salesmen, Bottlers, Foremen, Helpers 


pec geen round mechanic and 
man; 35 years experience all makes 

ber; satisfaction guaranteed; 45 
» any place; write.— M. K., 


WORK 


POSIT ION WANTED Flavor chemist or a 
tant; experienced i e manufacture of bottlers 
extracts anc employed at present 
ut desire change from the military 
N. B. W., BOX 537 : 








MISCELLANEOUS 


MISCELLANEOUS 


— FuNy equipped soda 
hise in Honolulu, Ha 
all year round; 


2113, Honolulu 


National Bottlers’ Gazette 





FOR TASTE IMPROVEMENT... : 


EASTERNERS, T00 MLA Ur % 


F with 


PFIZER ACIDULANTS fm 


East or west, north or south, Pfizer Quality Acidulants are 
country-wide favorites for improving the taste of fruit-flavored 
beverages. “Treated” this way, even the best flavors get a taste- 
tingling lift. What’s more, Pfizer Acidulants dissolve f-a-s-t .. . 
cut costs . .. give you even acidulation every time. 
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ANHYDROUS CITRIC ACID + CITRIC ACID + TARTARIC ACID + SODIUM CITRATE + CREAM OF TARTAR + CAFFEINE ~~ 


CHAS. PFIZER & CO., INC., 630 FLUSHING AVE., BROOKLYN 6,N. Y.; 425 NORTH MICHIGAN AVE., CHICAGO 11, ILL.; 605 THIRD ST., SAN FRANCISCO 7, CALIF. 
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A MATTER OF DOLLARS 
AND SENSE 


In the purchase of pale dry flavor, your dollar 
is invested in the one ingredient that can 
raise your brand head and shoulders above 





competition 


It’s just good sense to get the most for your 
money. Look for. 


. Ginger character from blended types 


. Freedom from ginger terpenes which 
turn “woody” or stale. 


. Pure, terpeneless citrus flavors for 
bouquet. 


. Harmonious balance of ginger and 
bouquet. 





PUR S IB 


. Cost per case that lets you make a 
living. 
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You get all these features and more when you 
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select from America’s Foremost Line of 
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JACKSON, MICHIGAN 
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